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MYSTERY MIRROR DISPLAY 


This unit that comes free 
with six fast turnover 
Men’s Signet Rings has 
high attention value, with 
its electric flasher and 
mystery mirror. Ask for 
details. 


Suggested Retail Price 
$19.50 EACH 


4 K 3142 
Suggested Retail Price 
$27.00 EACH 


6 X 4821 
Suggested Retail Price 
$17.25 EACH 


4 X 5972 
Suggested Retail Price 
$22.50 EACH 
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6 X 4051 
Suggested Retail Price 
$21.00 EACH 


6 X 4841 
Suggested Retail Price 
$24.00 EACH 








KON-ITE 


SPLIT-PROOF 





A WASHABLE STRAP THAT 
STAYS CLEAN AND FRESH 
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KON-ITE No. 48 


A sportsman's strap, handsome with a mas- 
culine air. Made of bark tanned calf boarded 
leather, with special lacquer-impregnated 
surface that sheds water and perspiration. Can 
be washed with soap suds to remove soil and 
stains. Stitched with genuine Nylon. Equipped 
with metal buckles and sewed tubular loops. 
Supplied in assortments of the newest popular 
colors, each strap enclosed in an individual 
cellophane slide. 


Price per card of six (6) straps, $2.00 


Kx 
‘ete 






XY 5 





ail 





439 RACE STREET 








*« 
*" 
x 


xt 


* 


MANUFACTURED BY 


A. SAUER & COMPANY 


EMBOSSED INSIGNIA OF 
OUR DEFENSE SERVICES 


























KON-ITE No. 47 


The nation's newest, designed for men in the 


« service and for all proud Americans. Made of 


pig-grained cowhide with soft suede finish. 
Natural skin color is clean and cool looking, 
and goes well with any outfit. These straps are 
equipped with either molded buckles and 
keepers or metal buckles and sewed tubular 
* loops, and are supplied assorted in a range of 
* lug-end sizes to fit any case. Individual 
+ cellophane slides. 
* 


Price per card of six (6) straps, $2.00 
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America sees “Eternally Yours’! 
Life Magazine... October 10th 


In a full-color, full-page ad, delightful Myrna Loy tells 
Life’s audience of 21,700,000 avid readers about the 
remarkable hand-wrought characteristics of “Eternally 
Yours.” And, of course, the ad says to millions, “See 
your silverware dealer tomorrow!” 













America buys ‘‘Eternally Yours’’! 


Tie in with all this October advertising! Run dramatic, 
newsy dealer ads! Put in a bang-up window display. 
Make sure the women in your town know you are “The 
1847 Rogers Bros. dealer”! International Silver Co., 
Meriden, Conn. 





America hears about ‘‘Eternally Yours’’! 
Silver Theatre... October 12th and 19th 


A new bride, lovely Judy Garland, will introduce “Eternally 
Yours” on the Silver Theatre of the Air! From coast-to- 
coast, millions of loyal listeners will hear an original story 
entitled “Eternally Yours,” specially written for the an- 
nouncement of this wonderful new pattern! And they'll also 
hear, “Go to your 1847 Rogers Bros. dealer tomorrow!” 





1847 ROGERS BROS. 


“AMERICA'S FINEST SILVERPLATE” 
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DIAMOND RINGS 
READY FOR DELIVERY 


In view of what promises to be the biggest 
holiday season in a decade, and in order to 
give our customers the fullest cooperation, 
Untermeyer-Robbins salesmen will be in the 
field, prepared to take care of your require- 
ments for American Beauty Diamond Rings from 


their delivery stocks 


We want to do everything possible to prevent 
your inventory from being depleted to a point 
where consumer sales may be lost. Look to your 


UR representative as a direct source of supply! 
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UNTERMEYER ROBBINS ano COMPANY 


MANUFACTURERS OF, AMERICAN BEAUTY DIAMOND RINGS 
SINCE UR 1865 
136 WEST 52nd STREET * NEW YORK CITY 
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Advertise budget terms 

—The people who today “‘feel 
rich” have always bought on bud- 
get terms. They will be slow to 
change that habit now, but they 
will pay “‘more down’’—and 
“more per week.” Their credit 
is gilt-edged. Keep a sign in your 
window—‘‘Convenient Budget 
Terms”—to bring them in. 


ow much dick 
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Shift in economic values brir 
promotion of quality goods. 


Yesterday Hard up- 
Good Spender Today 


igs great opportunity for 
Defense workers in your 


community are ready to “step up” in quality—many of 
them for the first time in their lives. They “feel rich” — 


and 


Bring in new customers 


) Feature low price —The 
people who today “feel rich” 
are ready to step up in quality. 
But they have, for years, been 
buying from stores that featured 
low prices. So bring them into 
your store by always keeping in 
your window some low-priced mer- 
chandise. Display a 26-piece set 
of Community*—$29.50. 


Bring back old customers 


Use your files—Did that 

last-year customer buy a com- 
plete Community set? If not, she'll 
bea prospect for additional pieces. 
Drop her a letter; she’s inter- 
ested in “‘anniversary gifts.” 


Study the changing market 


Your community is on the verge of the biggest 
shift in economic values in history! It will pay you to 
o, new merchandising, new sell- 


study new advertising 


ing methods—for new customers and old, alike. 


*TRADE MARK 


OMMUNITY 


a 


COPR. 1941, ONEIDA LTD. 


h Use your telephone 
) —Remind old customers that 
now’s the time to buy what they 
need. Prices are going up. Remind 
them—by telephone. They'll ap- 


preciate that personal attention. 


Ques 


so they are today the jewelers’ best market. 


® Talk better value—The 
; people who today “feel rich” 
know from their own sad ex- 
perience that “sale stuff” doesn’t 
pay. Now they have the money 
to buy quality. But they need to 
be educated in better values. So 
explain to them why Community 
will last more than four times as 


long as ordinary Al plate. 


@ Use your floor space— 
Set a table with china, glass- 
ware—and Community, including 
Chatelaine hollowware. Arrange 
a showing of gifts—watches, 
rings, jewelry, bridge prizes. 
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keep ourselves well infeed of all het ik ‘ 
fashion and see to it that there shall iitaye: be. 
Baker ring blanks which, either unchanged or 
altered with a minimum of labor by the manufac- 
turing jeweler, will lend themselves exactly to the 
designs he has in mind. .. . An instance is seen 
in the ring blanks shown here. Combinations of 
them with the various rims provide a flexibility 
limited only by the imagination of the designer. 
... All our ring blanks and rims are available in 
platinum, rhothenio-palladium and all colors and 
karats of gold. cn a a ae 





















BAKER & CO., INC. 


SMELTERS, REFINERS AND WORKERS OF PLATINUM, GOLD AND SILVER 


113 Astor Street, Newark, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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\ Jhey have the & 
hermanent sharkle their Exclusive New 


of diamond-set 


MOUNLINGS - 


WITHOUT THE USE 
OF DIAMONDS 


The sparkle that never dulls . . . that's 
RHODI-GEM! Now, an amazing Good- 
mar development gives you mountings 
and wedding rings with the lasting fire 
and brilliance of diamond set rings, 
BUT .. . without the use of any gems! 
Permanently more brilliant and whiter 
than gold! Let the complete, beautifully 
styled, beautifully made line of GOOD- 
MAN MOUNTINGS and WEDDING 
RINGS turn your prospects into SALES! 








GOODMAN 


AND COMPANY 


42 West Washington Street 
INDIANAPOLIS - INDIANA 


Makers of Quality Jewelry 


Since 1903 


Think af 


>” GOODMAN 


AND COMPAN Y- 


RHUD 


featuring 






As —~ When You Think af 
3,7 MOUNTINGS and WEDDING RINGS 
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Products of the 


World’s Largest 
Watch Band 
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INCORPORATED 





FACTORY: 1720 Fairfield Ave., Bridgeport | 
SALES OFFICES: 630 Fifth Ave., New York | 





a 











SESE Sear: Meese 


aR) BANDS — KEEP COMPANY WITH THE WORLD'S FINEST WATCHES 
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NEW YORK OFFICE 
630 FIFTH AVE 
SAN FRANCISCO OFFICE 
MUTUAL BANK BLDG 
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OFFICES AND FACTORY 


> DRISTOL 


SOLD THRU WHOLESALERS 


71 Nassau Street, New York City 
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Fpaotlip ~ 
“MIRACULOUS MEDAL RING~ 


U. S. Patent No. 
2,223,657. Our 
Patent Rights 
will be rigidly 














enforced. 





A substantial ring in Solid 10Kt Yellow 
Gold with the top thick enough for 
relief engraving. Made in three sizes of 


assorted designs for Men and Women. 


/ wenty Million Men and Women in America are prospective customers for 


this ring. 


The Miraculous Medal Ring is a most timely gift for the man in Service as it is 





available with applied gold enameled Military Emblems — Army, Navy, Marine 
Corps. or Aviation. 

Just a touch of the fingernail and 
instantly The Miraculous Medal is 
revealed. 


membr aNCEe King J 


Division of Baden & Foss, Inc. MILADY 
ONE WEST 47TH STREET 
NEW YORK, N. Y. 
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* SNAP-LOCK—The Magic Key Ring 
Snap-on — snap-off any key instantly. 
The ring is made of Stainless Steel to 
resist cutting by keys. 


Sold through leading wholesalers 





FORSTNER CHAIN CORPORATION, IRVINGTON, NEW JERSEY, U.S.A. 
13 
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anticipation buying. You have bought generously of Kreisler merchandise . . . and wisely 


But we are not satisfied: we want to bring relief to those shelves in your store — to help 


have sent you'a portfolio full of practical helps for you 


you move that merchandise. We 
have prepared no pro- 


ing pieces, mats and counter and window displays. We 
nor ladies’ 
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WATCH BANDS . .. LADIES’ AND GENTLEMEN’S JEWELRY ACCESSORIES 





JACQUES KREISLER MFG. CORP., NORTH BERGEN, N. J. 


A MAN'S WORD 


A Monthly Comment by Jacques Kreisier 


The old-time 

jewelry craftsman, 
like other artisans, 
created his wares... 
and the consumer 

came to buy. 

With the unfolding of 
mass production, 

the picture changed. 
The retailer 

and the manufacturer 
were separate entities. 
The retailer said: 
"Mr. Consumer, 

buy what you want 

at my store!" 

The manufacturer said: 
"Buy our products 

at any store!" 

And now, again, 

we are at a 

turning point. 

The far-sighted 
manufacturer 

has in many cases 
restricted his sales 
to only one type 

of retailer. 


His promotion efforts 
are for that retailer 


to use, 

to build his store, 
because 

that store's sales 
are the 
manufacturer's sales. 
In this way, 
manufacturer and retailer 
may say in unison: 
"Buy what you need 
at my store!" 

And both of them 
will mean 

the same store. 


acy 


COPYRIGHT, 1941 








~ 




































How To Keep Customers Marching In 


~ee AS TIME MARCHES ON! 


pear EXPAND... headlines explode... and 
amid the resulting confusion smart jewelers 
thank Hamilton for establishing a standard that 
remains unchanged and clearly defined. 

Consistent Hamilton advertising makes American 
men and women bright about watch quality. It suc- 
cessfully teaches that the name of “America’s Fine 
Watch” is Hamilton ...a name for which there can 
be no substitute. 

Because this is true and because Hamilton has con- 
sistently manufactured high grade timepieces exclu- 
sively, 2 Hamilton Watch is one of the few jewelry store 
items whose name instantly suggests merit to the con- 
sumer. This situation offers a guide to the jeweler as 
he gropes through the maze of present conditions. 

To have and to hold favorable consumer opinion, 
link your reputation with Hamilton’s . . . shun the 
second rate. And... long after the skies are cleared 
of the last bomber . . . consumer opinion of you... 
and the merchandise you sell . . . will be your bulwark 
during the readjustment period. HAMILTON WATCH 
COMPANY, LANCASTER, PENNSYLVANIA. 


FOR YOUR-OWN GOOD...SUPPORT 
THE JEWELRY INDUSTRY PUBLICITY BOARD 


AMERICA’S FINE WATCH 
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5th ANNIVERSARY PARTY 


x the morning of December 16th, 1916, just twenty-five years ago, 
0 a small jewelry shop was established in Newark, N. J. Ever since 
that natal day, principals and craftsmen of the Jabel Ring Manu- 
facturing Company have been far too busy with their jobs to watch 
the clock, no less the calendar! So it took an outsider, a good friend 
of the firm, to remind the Jabel organization that their twenty-fifth 


anniversary had rolled around. 


Let’s look at the Jabel folks, their shop, their product, their ideas, 


ind see what makes them tick. 
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Although many steps in the intricate business of jewelry and ring manufacturing have 
become mechanized, individual craftsmanship still plays a major role—especially in 
the better qualities. Here you see a section of Jabel’s highly specialized jewelry 


craftsmen at work on gold and platinum rings. 


Chief designer in the Jabel plant comes from an old, aristocratic family and raised 
in an atmosphere of art and culture. His talents might have been directed to the 
painter’s brush or the sculptor’s mallet and chisel, but he seems h ippy where he is. His 


task, to develop a finished ring design from the first vague, filmy idea to wax relief. 
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Among all types of artisans and craftsmen the jewelry 
worker ranks high. His work is precise, varied, and 
artistic. His aptitudes and skill must combine at once 


the mechanical and the creative. 





Tomorrow's ring artisans must he recruited Today! This 
young apprentice will be taught all there is to know 
about ring making and it takes years! 


Weighing and sorting diamonds . .. work that demands 
the absolute concentration of the well-trained eye. 
These diamonds are selected by the Jabel Diamond 
Rule... picked for make, perfection and brilliancy. 
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wes a firm has rolled up a score of twenty-five con- 
tinuous years of performance, it is time to take a 
breath, stop for a moment and contemplate what, if any, 
were its contributions to the industry! 

Let’s take a hurried look at the Jabel record. 

Over the desk of Fred J. Gaertner, who directs the crea- 
tive end of the business, is a placard with the legend: 
“Beauty that LIVES.” This phrase just about expresses 
the feeling of everything that is planned and carried out 
in the shop. 

Beauty that lives was the force that directed Jabel 
craftsmen to produce a new type of setting which would 
enhance the beauty and accentuate the size of a diamond. 


Virtually alone, Jabel by this revolutionary advance 


. PAT. NO. 116, 
These two ringS represent the entire gamut of style changes in a 
quarter of a century—-from the original Tiffany style setting to the 
Jabel Crown Setting. This crowning achievement in ring design is 





a patented feature. Not only does the diamond appear larger and 
more glamorous, but the Jabel Crown is smooth and does not tear 


created a new industry. 
: 3 sheer stockings or gowns. 
It was Jabel who first developed the art of “ring mod 


ernization” through the well-known process called Ring 
Transformations.” This special phase of ring making 
enabled jewelers to serve their customers with amazing 


speed and efficiency in the handling of custom orders. 


Jabel is also parent to a brand new idea in the jewelry 
industry -- handwrought, custom-styled, gold jewelry 
in the modern manner — at popular prices. One of the 


boldest and most imaginative chapters in ring history. 


During these last 25 years, Jabel has been responsible 
for still other contributions and developments. The 


search for new ideas and improvements is never slackened. 


The company has always sought to keep abreast of new 
styles and new trends — a step ahead, in fact — and to 
be of genuine service to the jewelry retailer. 
Perhaps it is this flare for originating and doing the a . 
a = a“ Spring is in the air —even if the forecast is snow—so far as young st 
7 i 
I 


lovers are concerned. “Ilearts and Flowers” is appropriately 


unusual that prompts jewelers everywhere to ask, “What 
named for this colorful and lovely ensemble, one of Jabel’s newest. 


bed 


is Jabel doing now?” 


¥ 





Ring Modernization, called by Jabel, “Ring Transformations.” makes it 
possible to have brilliant new beauty from your old jewelry. Thus, out 
of-date jewelry is converted into smart, modern rings promptly, effi 
ciently, reasonably, Diamonds are much safer in a new setting. — 


One of the neW Mastercraft Series, another Jabel origination. Thes 
rings are of a type formerly available only to New York’s highes 
priced establishments. Hand wrought, in the tradition of the fines 
custom built jewelry. 
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Abelson, President, was reared in the 
Irv business. J. J. or Jack, as he is known 
Be trade, is a natural-born individualist. 
warthy mentor is essentially a salesman, 
an tackle any creative or administrative 
lem with alacrity. 


Fred J. Gaertner, quiet, sagacious Vice-Presi- 
dent and General Manager, directs the cre- 
ative end of the business with perfect thor- 
oughness. Fred is an artist in his own right, 
and turns out water colors in his spare 
hours. Also adept at reel and line. 


B. (Pete) Elsky, stately, auburn-haired Secre- 
tary and Treasurer, is in charge of produc- 
tion and does a good job of it. “Pete” is able 
to take apart a most intricate tool machine 
and put it together without a miss. Special 


I Steele, enial,well-informed, 

bassador bears a distin- 
ed and cool air at all times. 
e is well-known to the jew- 
rade and has traveled exten- 
; Donald enjoys the surf. 


*% 


E a Schenck, genial ance quali 
redit and accounting depart- 
inager, is thoroughly con 
with the jewelry business. 
‘Schenck is an avid reader. 


BINDING 


Herbert W. Slaudt, imposing, as- 


tute, West Coast representa- 
tive, really knows the answers 
to the hard ones. Herb’s way 
of taking his mind off business 
is to “get more business.” 


Miss Evelyn Abelson, lovely, active 
office manager, is always ready to 
help out and cooperate. You can 
depend on Evelyn’s efficiency. Her 
hobby is gardening: everything 
from peonies to petunias. 


William H. Lehmkuhl, kindly, even- 
dispositioned, sales “rep” travels 
several Eastern states and does 
his job most thoroughly. Bill is 
an ardent fisherman. 


Fred Cannon, associate of Herb 
Slaudt on the West Coast—a 
highly regarded and dignified 
gentleman who dotes on his 
two lovely children. A grand 
hobby for anyone! 


interest: his two lovely grandchildren. 


John W. Steele, veteran jewelry 
sales “rep” who knows the South 
the way the South knows him. 
Works three hundred sixty-five 
days a year and complains the 
days too short. Hobby: work. 


Mat Redlinger, good-natured knight 
of the road, is well-liked and high- 
ly regarded by all who know him 
and transact business with him. 
Mat covers the Middle West. Spe- 
cial interest: his son. 
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HARIDEGCN-DIAMONDS 








Just as every college honors its oldest living graduate, Jabel points 
with pride to their oldest (in terms of service) customer, Harte- 
gen, Inc., of Newark, N. J. The gentleman standing before the in the quarter of a century during which Jabel has been fashioning 
attractively appointed shop is Col. Richard Hartegen, U. S. A., rings, it is estimated that over 2,500,000 have been completed and 
who represents the second generation of Hartegens in the firm. sold. Translated in terms of the human equation, that’s a whale 
of a lot of engagements and marriages. Although the pendulum 
— of marriages in the U. S. A. is swinging ever higher, the last 
Jabel principals ind co-workers have the happy prospect of cutting census figure taken is still below the million and a half line. 
up this mountainous cake at the anniversary party. Guests should 
be all agog when they learn that 25 Silver Dollars are planted in 
the cake. Problem is to eat the cake without disturbing one’s 


inlays! 
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THIS CAN’T BE THE ONLY WAY 
TO STAY IN THE JEWELRY BUSINESS 








I. the simplest terms, what’s happened ? 


Well, demand for jewelry merchandise has gone up. 


That’s understandable. More people at work, more money, 


more needs, more desires, more business. That’s good, isn’t 
it? Sure. 

But again, what’s happened ? 

Just this: no manufacturer can make a// the merchandise 
everyone wants at the same time—and still do his share in 
building for national defense. 

Metals have been requisitioned for re-armament. Certain 
types of merchandise have had to be discontinued entirely. 
But this doesn’t mean new ways to make attractive mer- 
chandise won’t be found . . . They're being found now. 


And more will be found later. 


Better ways, mind you. Not just substitute ways. 


Why, then, speculate? Why gamble? Why buy more 


than you actually need for immediate demands? 


Admittedly, it’s not easy to obtain merchandise these days. 
Wholesalers all over the country are doing their level best 


to supply every jeweler equitably. 


But temporary shortages simply can’t be avoided. And it 
isn’t going to do any of us any good to speculate in building 


up stock. 


Within the limits of reason, wholesalers will make every 
effort to fill every order for J-B merchandise at regular, 
established prices. But, in fairness to all, it is respectfully 


suggested that speculatively large orders be withheld. 





published for the common good by 





JACOBY-BENDER, INC. 


New York: 161 Sixth Ave. 
Chicago: 29 East Madison Street 
Los Angeles: 220 West 5th Street 
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Members of Gemological Institute of America. We maintain a 











rl0ST IMPORTANT RING NEWS OF THE YEAR! 


J. R. Wood 1942 Catalog Features Rings froma Record Collection 


The ring collection presented within the pages of the new Wood Catalog 
is representative of a line that offers more new styles, more modern designs, 
more types of rings than we have ever featured before! You, and your cus- 
tomers in turn, will thrill to the quality and beauty of these rings by Wood. 
For every ring reflects the same high standards of craftsmanship and mate- 


rial which have given to Wood its 92-year leadership in this field. 


All prices are consumer prices and include Federal Tax. We have designed 







this catalog to.be of the greatest possible aid to you. Use it as a style-book 
A ~\ . 





to keep yourself informed of the trend in ring-designing. Use it as a guide- 
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book from which to plan your complete stock. 





OF FINE RING MAKING 
ARE BEHIND THE 
WOOD ORGANIZATION 





WATCH FOR IT* 
J.R. Wood 1942 Catalog Features Rings 


. Q fi CS | N bie from a Record Collection. All Wood 


distributors will receive their copy 





GS FOR 92 YEARS soon. Other copies issued subject to 





prior territorial commitments. 
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ified Gemologist. Support Your Jewelry Industry Publicity Board. 











America’s most distinguished 


Created by American craftsmen in America’s largest fine watch fac- 

tory, these superb new timepieces state anew Elgin’s traditional 

leadership. In style ...in technical excellence... in value — they 
offer jewelers an unmatched opportunity for profits! 








America’s surging creative spirit . . . her growing lead- 
ership as the world’s style center . . . find full expres- 
sion in the brilliant new Elgin watches for 1942. 

In their originality and smartness of design... 
their custom detail...and their modest prices—both 
you and your customers, we believe, will recognize the 
outstanding values of the coming season. 

And as you carefully examine these watches, you 
will be impressed by the many new Elgin features: 
unique tinted dials . . . diamond-and-ruby Lady Elgins 
.-- lovely high-curved crystals. In all price groups, 
and especially in the Elgin De Luxe models, there is 
greater use of the increasingly popular rosé. 


*Pat, Nos. 1,974,695 and 2,072,489 








FLGIN DELUXE 


17 JEWELS 


No. 5708E 


No. SOI3A 


24 


And whether your customer selects a Lord Elgin, an 
Elgin De Luxe, or one of the sturdy new Elgin Service 
Watches—a precise, star-timed movement assures truly 
incredible accuracy. Each has Elgin’s latest advances: 
the patented Elginium hairspring* and the Beryl-X 
balance. Both are rustproof, non-magnetic and unaf- 
fected by temperature or climatic changes. 

Now ... when things American are the things your 
customers want... offer them a full line of the new 
American-made Elgins. Strongly advertised and pro- 
moted, they point the way to sure profits. 

ELGIN NATIONAL WATCH COMPANY 

ELGIN, ILLINOIS, U.S.A. 
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new timepieces for [942 | 


21 JEWELS 19 JEWELS 
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ELGIN SETS NEW STANDARDS 
OF TECHNICAL ACHIEVEMENT 


Here, in the world’s largest fine-watch factory, Elgin’s 
partnership of scientists and master American craftsmen 
is ever seeking refinements in the art of watchmaking. 

Elgin has recently spent $1,500,000 for intensive re- 
search experimentation, and exclusive new Elgin equip- 
ment which has brought with it new high standards of 

precision and uniformity in the construction of each small 
timepiece part. For example, in daily use are contour 
projectors that magnify tiny watch parts up to 150 
diameters. There are precision balances delicate enough 
to weigh a pencil dot. And master gauges accurate to 
2-1,000,000 of an inch control Elgin production. 

The results of this investment and technical advance- 
ment are reflected in the new Elgin models for 1942. For 
in these remarkable new timepieces, Elgin has produced 
watches to the most exacting watchmaking standards 





war Optimeter checks Elgin production gauges to 3-100,000 of an inch. 
ee ee 1,077 inspections assure the accuracy and precision of every Elgin. 







a screennames asec en _ 
ee : eo EA ae a 








FOR OCTOBER, 1941 


THE JEWELERS’ CIRCULAR-KEYSTONE 








ee 


REPORTED “one f the most effective 
and valuable of all me methe 
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ional Advertising to 


00,000 Prospects 


uded in Simmons Sales Promotion 








are large two-color advertise- 
w scheduled to appear in three top 
king magazines — The Saturday 
pning Post, Life and Esquire—right 
the height of the rich icin 


g season. 
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SIMMONS COMPANY 


ATT 
LEBORO, MASSACHUSETTS 


Largest ma 
nu 
ifacturers of Gold Filled Jewelry in th 
‘Yy in the world 





Gifts Ae 


B 


’ 


iz 
~ Ge 
; a 


sim I 
mons Is Doing Everything Possible 


0 Help You Sell More and More 





Git, 








And a New Gift Catalogue 
for Your Store 


To do the job up brown, Simmons has prepared 
a new deluxe catalogue displaying many of the 
best-selling Simmons ‘tems suitable for gifts. 
You can use this book to good advantage in 


your store — showing, and selling customers 


the many thrilling 
pieces of Quality Gold 
Filled jewelry that 
Simmons is offering 
this year. If you 
haven’t received our 
“Band Wagon” port- 
folio, including a copy 
of the catalogue, write 


for your copy now. 
































Preferred by Service Men! 





WAFER-THIN ... 


Acclaimed by the ladies! 


for all men! 


PIRST. 


and whe Boanemosd’ 


THE LD. american 
WATERPROOF WATCH CASE 


Gried- Tested - Brcved 


BY YEARS OF ACTUAL SERVICE! 


The 1.D. American Waterproof Watchcase has 
successfully passed the test of time and ser- 
vice . . . its leadership is firmly established. 
Today, as from the beginning, it is the FIRST 
CHOICE of leading manufacturers and jewellers 
. . because |. D. meets the highest standards of 
quality. |. D. left the "experimental stage’ far 
behind and proved its merit in actual use for 
years before any other American-made Water- 
proof Watchcase appeared on the market. It 
pays to buy, sell or use the Waterproof Watch- 
case of quality and demonstrated leadership. 


It pays to insist on |. D. products. 


I. D. Presents ... the first COMPLETE Line 
of American Waterproof Watchcases 


WATERPROOF * DUSTPROOF 
INDIVIDUAL WATERPRESSURE TEST 
UNBREAKABLE PLASTIC CRYSTAL 
MIRROR LAPPED FINISH 

SPECIALLY CONSTRUCTED CROWNS 


Write or Wire Your Wholesaler 


I.D. WATCH CASE VOMPANY, me. 


30 


Factory and Offices: 


121 VARICK STREET, NEW YORK CITY 
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ig thousands of feet of daylight space, 

skilled craftsmen, talented designers and 
deft assemblers concentrate on the one task 
of making Gemex Watch Attachments svu- 


perior in style, beauty and practicability. 


They have the advantages of the most 
modern equipment and machinery, and, 
since they make watch attachments only, 
it is logical that they should make them 


better. 


This intensive specialization and the han- 
dling of all operations in one perfectly 
equipped plant give you lasting assurance 


of satisfaction. 


GEMEX COMPANY 
NEWARK, N. J. 
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wont uetaene necseoesens LESTAGE Choins ond SBWELRY (ally 


NEW YORK @ 9 MAIDEN LANE, ALBERT BETZ j > \ Ae 
CHICAGO @ 29 E. MADISON, ALLEN B. PINERO ee ? 


SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN 


1/20 12K GF Jewelry 
mounted with Sterling 
Silver Emblems. 


* 
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*WITH THE PATENTED 


Nie rales 
RATCHET BUCKLE 


Just press the little knob. " In these days of sleek, streamlined motor cars, aeroplanes 
releases the ratchet slide and f AGE ‘ 
cl shen’ exteniatbeally. and speed boats, beauty of line is not enough. You require 
efficiency and dependability! 
In the realm of watch attachments, J-B engineers and 
designs on the sare principle of beauty, plus. With Prest- 
O-Slide, particularly, you are assured of a ratchet buckle 
that is safe, dependable and simple! 


Distributed through wholesalers 
To close — slide inward. Fold | JACOBY- BENDER INC 
i s 2 


the buckle over and snap shut. 
Once locked . .. it stays locked, 161 SIXTH AVENUE, NEW YORK 
Chicago: 29 E. Madison St. Los Angeles: 220 E. 5th St. 





FOR OCTOBER, 1941 





filled, 17 Jewels, 
brown calf strap. 


1802 
14 K. pink gold,’ 
17 Jewels, alliga- 
tor strap. 


1806 
14 K. pink gold, 
17 Jewels, brown 
suede strap. 


14 K. yellow gold, 
cylinder crystal, 
17 Jewels, silk — 
cord, 


We suggest that you write to us today and 


CyelgiMistelacMme] oSoltLMELiL-MmelohZeliliole|- ime) Mme m(ola7-)) 


dealership. Harvel is nationally advertised . . . 


izell Advertising program includes full pages 


in LIFE and full colors in COLLIER’S. 


HARVEL WATCH COMPANY 
Rockefeller Center, New York 
Western Office: Panama Blidg., Portland, Oregon 


THE 


JEWELERS’ 


CIRCULAR-KEYSTONE 
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NEET 


A copy of our illustrated 
catalog showing all 
NEET straps will be 
mailed on request. 
Write today. 


CONSULT YOUR WHOLESALER 


SINCE 1924 
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UWnler-Resislant 


26 Exchange Place * Jersey City, N. J. 
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America’s fastest-selling 
waterproof watches have found 
their ideal “mates” at last — 

in NEET water-resistant straps. Inimitably 
created to take innumerable water “beatings” 
and still retain their original shape and 
beauty. Water just can’t rot them! Made of 
finest calfskin and exclusive saddle-stitched 
“Buffalo” leathers! Colors: gray, russet, 


tan and black. 


ARISTOCRAT OF 


WATCH STRAPS 
xn 
























OUR 


JEWEL WATCHES 


AND AS THE WORLD SITUATION ADJUSTS ITSELF 
YOU CAN DEPEND ON CROTON FOR EVERY NEW 
MECHANICAL AND QUALITY IMPROVEMENT AND 


FOR EVERY NEW MERCHANDISING ADVANCEMENT. 





The 


2 EXTRA 
JEWELS 


On The Escape Wheel 
MAKE ALL THE 
DIFFERENCE 
Insuring longer, 
more satisfactory 
timekeeping service 





Pictured here is the escape wheel as it .s Here the escape wheel's pivots turn in 
turns between plate and bridge Eventu- hard, polished jewels, one jewel set in 
ally this action enlarges the tiny holes in bridge and the other in plate. There is 
which the hardened steel pivots turn. The practically no friction where hard steel 
enlarged holes no longer hold the wheel pivots turn in a jewel, and this auto- 


straight or accurately and the contact CROTON WATCH COMPANY ‘atically eliminates all wearing action 
point between this and the other wheels on the plate. The result is that the entire 
of the train is thrown off. Inaccuracy of 48 W. 40th ST., NEW YORK movement lasts much longer and keeps 
the entire watch movement is the result. more accurate time. 


FOR ALL TIME | SINCE 1878 


oe 
CROTON WATCHES i 


The Most Universally Accepted Nationally Advertised Watch Line * 
Retailing from 410.95 to *24.95 





x * 
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Ne whos Who 


F AMERICA’S BEST SELLERS 


rely on NRROW 


OR DISPLAYS AND DISPLAY BOXES 









Outstanding in every sense of 
the word, typical of the Bulove 
A dominating display designed to intro- displays thot attract the eyes of 
duce Coty’s new L'Origan package theme customers in thousands of jewelry 
dramatically. stores throughout America. 





a. SELLERS” are made, 


not born. Their success is due to careful 


planning — not to accident. 


Two highly important factors in the success of any 








A box that breathes the craft- 
manship found in Kreisler's 
jewelry. Monk cloth covering 
enlivened with colorfully 
etched copper band. 


products are the display boxes in which they are shown 


and the counter displays with which they are merchandised. 


On shelves and in windows, such boxes and displays must 


attract the public eye favorably or not at all. 


That is why so :nany nationally known products appear on Arrow’'s 
list of customers. Manufacturers who pay attention to detail know 
that Arrow’s versatility, skill, and ingenuity invariably produce boxes 


and displays that do a “selling job”. 


To capitalize this skill for yourself, why not join the other famous 


products on Arrow's Who's Who list? 
Durable metal box 
with simulated pigskin top 
and lacquered base for the famous 


\ H H (} W Manufechuring 4, hea 


15'* & HUDSON STREETS - HOBOKEN, NEW JERSEY 

















& DISPLAYS © IN METAL © CARDBOARD + WO00D © GLASS © FABRICS © LEATHER © IMITATION LEATHER 





BOXES 





- Modern in design, beautifully finished, these new items in the 
Ballou line of quality jewelry are slated to be fast movers this fall. 


= * Bracelei No. 880 will be featured in October Ist issue of VOGUE. 


y, = IKEEPEM FLYING 
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Items shown are Sterling and ‘ 
Gold Filled. Some in Sterling ' PP Flower Holder 
with 14 K. Overlay, also 10 & 14 K. . j 


No. 889 


») 





Set No. 682 
with Stones 








Since 1868 PROVIDENCE, RHODE ISLAND — 
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WELL, mostly our fault. We started things by 


making Swank the most desirable jewelry in the men’s 
field. Then, we made matters worse by advertising it 
nationally, consistently and convincingly, year after 
year, with strong campaigns that have built up terrific 
consumer interest. This year, Swank national magazine 
advertising is the greatest campaign in the history of 
the industry. More space...more magazines...more ex- 


citing messages. 


@ The result, of course, is that consumers simply won’t 
be satisfied without Swank. That’s why Swank is sold 
wherever quality goods have a logical market. 


@ That’s why Swank accounts for profitable sales... 
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realized by good mark-up, quick turn-over and price 


maintenance. 


@ Swank inspires promotion and continually creates 


new customers for the jeweler. 


@ So you see, Santa...that big load of Swank you’ve 
got to deliver is all our fault! 


WHITE 


ATTLEBORO, MASS. + NEW YORK: 377 FIFTH AVENUE 
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WU & WH oJEWELRY COMPANY INC - PROVIDENCE. R. |. 
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ghe LEADING teh Bracelet Buckles 


Wherein mechanical perfection provides true safety and simplicity 
. . achieves a neatness and ruggedness never before attained. 


ESTENMADE 


Me 


If you have not yet received our new Twenty-Fifth 
Anniversary Catalog, write for your copy today. 


Feature Kestenman Watch Bracelets and Identi- 
fication Bracelets. See them at your wholesaler’s. 


KESTENMAN BROS. MFG. CO. 


18@ CHES Tee ST. PROVIPDENCE 8. fF. 


KESTENMADE eo PEERLESS e SENTINEL 
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The CARL- ART trademark is a sign 
of service —and we are sparing no 
effort to maintain this service in the 
endeavor to make these difficult times 
less trying. We are doing our utmost 
to repay the confidence you have 
shown in our capacity to produce fine 
merchandise by shipping your orders 
in time for the holiday business. We 
are duly grateful for the good will of 
our Customers which is our main asset. 
























SOLD THROUGH WHOLESALERS ONLY 


Mike fay CARL-ART, ne 


§ 5 wee & pe Abr - PROVIDENCE, 


NEW YORK CHICAGO LOS sai 
MANNIE LEVINE 1 W. 34th ST. HOWARD SEEBECK 10 SO. WABASH AVE. HARRY SAUNDERS 220 W. 5th ST. 
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SPEIDEL CORPORATION ¢ erovinoence -. NEW YORK - CHICAGO + LOS ANGELES 
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HE’S A 


BIGGER 
CUSTOMER 


TODAY... 


Notso long ago, this man could only want higher quality 
jewelry. Now he can afford to buy what he wants...and 
there are millions of other people, too, (many of whom 
can be your customers) that have the means today to 
gratify their ambitions to possess “something better.” 

Whatisthissomething better in jewelry that these “new” 
customers desire? Gold Filled and Rolled Gold Plate 
Jewelry ... because it has long-wearing, “heirloom” 
quality —and yet sells in the popular price range. 

These longer-wearing qualities that make Gold Filled 
and Rolled Gold Plate Jewelry the best buy are the re- 
sult of the unique way in which Gold Filled and Rolled 





Gold Plate are manufactured. In this method, actual 
sheets of karat gold are applied mechanically to a sup- 
porting metal and rolled repeatedly under great pressure 
to make the surfaces exceptionally hard and as a result, 
exceptionally wear-resistant. 

Give these “bigger customers” what they want—Gold 
Filled and Rolled Gold Plate Jewelry — and they will 
give you 
their regu- 
lar and more 
profitable 


business. 





WARD COMPACT LATER 
OF KARAT GOLD 


MOM PRECIOUS 
GASE MET 


WARD COMPACT Lave’ 
OF KARAT GOLD 











... Research Division of GOLD FILLED and 
ROLLED GOLD PLATE MANUFACTURERS 


HEADQUARTERS: PROVIDENCE, RHODE ISLAND 
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-- - Means STYLING-tne kind of styling that 


fashion authorities recognize and 





successful retailers merchandise 


- - - Means QUALITY-tne quality that builds 


consumer good will for the jeweler 





(NOTE: When we say Gold-Filled we mean 
1-20-12 Kt. Gold Filled) 


-- - Means P UJ BLI ( i _ consistent nation- 


wide Editorial Features in current 





Fashion Magazines, particularly: 


@ Page 4I—VOGUE—Sept. 15th Issue e Page 37—-TOWN & COUNTRY—Sept. Issue 


*Reg. No. 13280 





Walte ws La mpl ; 608 FIFTH AVENUE * NEW YORK 
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NOVEMBER 15th 


| ANOTHER FULL PAGE COLOR ADVERTISEMENT —. 


oe 
| hes home to yo 


again smas 
powerful sales story of Grue 


ur customers the NOVEMBER 15th 


n’s great styling! 


—Hie biggest names in fashion 
pith The Froidest Name in Lime- 








loi 
pile’ 


¢ 
VERE THING TARA yee oe rv 


sid filled ease wit mane g0.75 with Guildite baw 


liow of pink ¢ 
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LM : ” 3 
Wo\ ‘ \ Ryne a nue Fira Benenson... OSTENDE, 17-jewel Preeision® 
4 CUR ecar i wel — 
\ CeRLTHINE ARIEL f 8 Gallagher... UL RVENTORE an “6 9 a Sgt ae se plak geld-Alled sowement, Pkt. yellow or white gold cas —, 
» . ‘filled ? 1 worl ‘ s iT 
Guil aes 
N? roll call of the Very Great in fashion Now on display at your Gruen jewelers 
design would be complete without their ire still other beautiful new Gruen styles. 
names... their style endorsement is the lofti- See them today -- $24.75 to $250: with pre- 
est ever accorded a watch. Note the family — cions stones to $2500. Write for folder. The 
name on the watches of their choice—Gruen Gruen Watch Company. Time Hill. Cinein 
. ... already, for precision and sturdiness, nati, Ohio, U.S. A. In Canada: Toronto, 
‘ “the proudest name in time.” Ontario. 
+ 6. a are a 480 CANADIAN PATENT — ‘ nuen w a 
This ad is only one of the 22 ads appearing in 17 national magazines — the biggest Fall 
and Christmas campaign in Gruen history. FOR PROFIT— tie in your store with these 
- } ? 


ads. The Gruen Watch Company, Time Hill, Cincinnati, Ohio. In Canada, Toronto, Ont. 
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SPEAKING OF THE JEWELRY TRADE 


ITH America now getting 
watches from Switzerland in 
widely spaced, though large, ship 
ments, either by Swiss-chartered ves- 
sels operating directly from Genoa 
to New York or by Swiss-chartered 
boats to Lisbon and thence to New 
York by faster ships, it is curious to 
speculate on the position of watch 
importers in other lands. 
Difficulty in obtaining transit per 
mits from the belligerents and scare 


itv of transportation invariably re 





sults in delayed shipments. Goods 
which before the war reached cus 
tomers in a short time now may take 
months to reach their destination. 
For instance, before hostilities, 
watches could be shipped by Air Ex 
press from Switzerland to nearby 
Egypt in a matter of hours. Now, 
with the extinction of Mediterranean 
commerce, Swiss watches destined 
for Cairo or Alexandria must go nine 
tenths of the distance round the 
world, via New York, the Panama 
Canal, Singapore and the Red Sea, 
a devious route of some 30,000 miles 
and many months’ elapsed time! 
The same west-to-the-Orient route 
is also taken by Swiss watch exports 


to Asiatic countries 


—— it was a hot summer. But 
after all there should be a limit 
to everything, including heat. 

That’s what wilted Lloyd Rogers, 
day after day in his Caruthersville. 
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Mo., jewelry store, hot and arid as 
the Sahara itself. 


cools off at night, but not that jew 


Even the desert 


elry store: it was torrider than hell's 
hinges every morning when Rogers 
opened up! 

No less an authority than the Ca 
ruthersville Democrat-Arqus explains 
the phenomenal reason why Rogers’ 
store was apparently more sun-baked 
than the rest of the Ozark state. It 
seems that towards the end of Au 
while sorting over 


gust, packing 


cases in the back room, Rogers dis 


covered the oil furnace was running, 


blistering hot. 

Something had gone wrong with 
the burner’s thermostat. Rogers 
turned off the control switch——and 


sat down to cool off. 


oo year-old Paula Appel, 
who cuts diamond melee for Max 
l‘ine & Sons, Inc., New York, starred 
on Alice Maslin’s “Woman of ‘To 
morrow’ broadcast by the Red net 
work of the NBC one Wednesday 
morning last month. 

The only woman cutter in the Fine 
establishment and one of the few of 
her sex engaged in this profession in 
the United States, Miss Appel said 
she began diamond-cutting when she 
was 14, just out of school.  [irst 
thing her instructor taught her was 
to cut a carrot with all the facets of 
a diamond; from carrots she soon 
graduated to gems. Now she cuts 
between 30 and 40 diamonds in a 
seven-hour day. 

Miss Appel and other members of 
her family have been in America 
They left 


Belgium two months before the in 


about a year and a half. 


vasion, which, she said, everyone 


+ 


An = Jewelers 
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knew was bound to happen and even 
little kids were talking about. It was 
hard for her to get employment here 
first because she was a girl and sec 
ond because she couldn’t speak Eng- 
lish very well—but last March she 
demonstrated her skill to Max Fine 
and landed a job, and now at night 
school three evenings a week she’s 


mastering the King’s English. 


tenes the demand tor 
[ bridge prizes and small gifts 
at $1, Henebry & Son, of Roanoke, 
Va., display a variety of china, crys 
tal and silver items on a traffic-build 
ing “dollar table’ at the back of the 
store. 

“Loads of people who want to 
spend a dollar and no more, know 
that table is here,” says Leo F. 
Henebry. “It is self-service and they 
can wait on themselves, pick out 
what they want and hand it to a 
salesman to wrap up. 

“But all items on this table must 
be good choices with obvious value, 


or we'd soon kill its popularity. A 








lot of people come into the store just 
to see what is on the table, so we 
make sure it contains merchandise 
we can sell for a dollar, but that 
ordinarily would be worth more than 
a dollar. 

“When an item, for instance some 
particular pattern of dessert plate, 
becomes a best seller, we buy in 


dozen lots and sell enough to buy the 
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gross later. Thus the dollar table 
is profitable ‘on its own,’ as well as 
a worthwhile traffic-builder for the 


whole store.” 


© © 


HAT with material shortages 

and skilled labor shortages 
threatening long delays in delivery, 
it was mere a job of “telling ‘em’ 
than “selling ‘em’ that wholesalers 
and manufacturers had at the recent 
Chicago conventions of ANRJA and 
NACJ. 

Tact, not salesmanship, was re- 
quired of company representatives, 
who had to explain the whys of ra- 
tioning, the wherefores of delivery 
in late November or not before De 
cember. Spear & Susskind Mfg. Co., 
of Providence, rhymed the reasons 
on hand-out cards, under the title 
““Defense’”’: 

Keep your temper, gentle sir, 

Writes the manufacturer, 

Though your goods are overdue, 

For a month or maybe two, 

We can’t help it, please don’t swear 

Labor’s scarce and metal’s rare; 

Can’t get steel, can’t get dies, 

These are facts, we tell no lies. 


Harry's drafted, so is Bill, 

All our work is now uphill, 

So your order, we’re afraid, 

May be still a bit delayed. 

Still you'll get it, don’t be vexed. 
Maybe this month, maybe next! 
Keep on hoping, don’t say die, 
We'll fill your order—by and by. 











| ) VIDENTLY, other manufactur- 

ers and wholesalers have been 
sending the same versified explana- 
tion to their customers. 

Robert Anstead, who has retail 
stores in Los Angeles and Beverley 
Hills, came back with the following 
‘pome”’ 

Card received! But what the heck. 

Our dear customers are on our neck. 

We say “it’s ordered,” with much soft 
soap, 

But after all, we can’t sell hope. 

Pens take ink, and pencils lead. 

Stamps cost money, the ledger’s red. 

Why waste paper, and energy, too, 

Writing orders we can’t get from you? 

Since Christmas goods will come neat 

June 
We'll have to think up a newer tune. 
With empty shelves—just “orders com- 

ing”’- 

It’s somebody's move to keep us running 


Defense comes first, we all agree. 

But what will happen to you and me? 
Taxes mounting—nothing to sell— 
Folks crazy to buy—it’s just plain ITell. 


© 


EN SCHWARTZ, manager of 

the P. J. MeNeel Jewelry Co. 
in San Antonio, Texas, believes in 
changing around every display in the 
gift department regularly so when 
the customer comes in she immedi- 
ately says, “Oh, you've got some new 
things.” 

Thus china is over here today but 
next week it is over there. The same 
thing is true of table displays, giving 
the aspect of featuring something 
new all the time. 








"A big piece chipped off this diamond my boy-friend gave me. 
Could you repair it?" 





Schwartz sets a display table with 
six sets of china, each one a different 
pattern, each with appropriate silver 
and crystal so he can show six differ- 
ent patterns of each at one time. 
Thus he can get a bride to the gift 
department on the balcony and if 
she wants to see how china looks with 
the silver and crystal, she can at once 
get six different settings. 

Another good stunt used is to mark 
on the bottom of the china shown in 
the shelves exactly how many are in 
stock, e. g., 11, 9, 8. Thus the sales 
clerk knows when she is selling a 
pattern exactly how many are on 
hand, and she does not oversell or 
undersell for immediate delivery. 


© © 
WATCH ad that really sold 


watches was a straightforward 
story used by Adams-Magnon Jewel- 
ry Co., Tampa, Fla., which told its 
story in three paragraphs in the form 
of an “aditorial’’ under three differ- 
ent headings: 

I—Time is important to modern 
women. 

2—A watch not only can time you 

it can date you. 

3—There is a watch for every 
type of woman. 

“This type of advertising was 
much better for us,’ Alvin Magnon 
explained, “than any amount of illus- 
trations and prices and descriptions 
we could have run. And the beauty 
of it was that it did not sell price 
merchandise. It sold an idea 
and how!” 


© © 
( tpee GABE Hausmann’s (Mr. 


and Mrs.) held an advance cele- 
bration of their 30th wedding anni- 
versary, which falls on Oct. 17, by 
visiting New York for the World’s 
Series. 

If you knew Gabe Hausmann as 
well as New Orleans sports fans do, 
you wouldn't be surprised at his giv- 
ing this sort of a “diamond” present 
to the lady who became his bride 30 
years ago in 1911. For Mr. Haus- 
mann is not only among the jewelry 
trade’s most ardent baseball fans but 
his city’s champion prizefight de- 
votee. 

“In half a century of ringside 
prowling Gabe has seen all of the 
world’s greatest fighters,’ wrote a 
New Orleans sports columnist last 
month in two articles devoted to Mr. 
Hausmann’s fistic-fan championship. 
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Forget 
the City? 


e 


—says this Ardmore, Pa.. 
jeweler, who has a 4-point 


plan for suburban success. 


By W. WATSON FENIMORE 


OR the suburban jeweler who thinks he has a prob 

lem to meet in competing with large, nearby metro 
politan stores, Charles F. Diesinger, head of Diesinger’s, 
Suburban Square, Ardmore, Pa., has startling advice. 

He sums it up in three words: 

“Forget the city!” 

That means, explained Mr. Diesinger, who maintains 
an office, show room and shop in adjacent Philadelphia 
and therefore knows something of city retailing, that the 
suburban jeweler must concentrate on things that inter 
est and attract the people in this community. 

The whole business philosophy of the store owner lo 
cated just outside the limits of the big city should be 
based, he points out, on one important realization. This 
is that shopping in the suburbs, in contrast to metro 
politan shopping, is a “relaxed” procedure. 

But suppose we let Mr. Diesinger himself tell what 
he has learned in one of Philadelphia’s smartest outly 
ing districts—the celebrated ‘Main Line.” 

“When a woman goes into the city to shop,” he said, 
“first of all she either has a parking situation to face or 
her chauffeured car has to keep going around the block 
until she comes out of a store. But assuming she finds a 
place to park, she can visit only three or four stores scat 
tered over many blocks before she becomes tired and be 
gins to think of going home. 

“But in Ardmore, or any suburban town, she doesn’t 
have a congested parking problem. Usually there is 
plenty of room to park within a reasonable distance of 
the main stores. And, furthermore, a woman doesn't 
have to be ‘dolled up.’ She can just jump into her car 
at home, wearing slacks and minus a hat, and drive into 
town for her purchases. I call all this ‘relaxed shop 
ping. 


Now, with that term in mind, Mr. Diesinger lists the 
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Shopping is informal at Diesinger's store near Philadel- 
phia. Local salespeople personally know most of the 
customers. Windows and ads stress local interests. 


following four major points for the suburban jeweler: 

1. His windows must be built primarily around a non 
jewelry motif with merchandise assuming a secondary 
position in the display. 

2. He should create an atmosphere of informality in 
his establishment. 

3. He should employ competent local help. 

t. He should advertise consistently in community 
papers. 

“The treatment of windows is very important,” this 
successful Ardmore retailer continued. ‘‘In the suburbs 
women have plenty of time on their hands. In order to 
attract their attention you've got to have something in 
your window that is timely and if you can combine this 
with something of definite suburban interest, you've got 
something. 

“During the Dell season (the outdoor summer con 
cert season in Philadelphia) we had a whole window 
done with musical motif—scales, notes, ete., and a Dell 
poster. With that, we ran a general line of jewelry. We 
found that the shopper first was attracted by the motif 
and then inspected the jewelry. We believe our mer 
chandise was looked at longer because the display had 
suburban interest. 

“Every May during the Devon horseshow we take a 
booth at the show and feature the event in our window. 
We call the booth ‘A Cottage of Jewels’ and last year 
had a replica of the cottage, the ring and the paddock in 
the window.” 

Other suburban interests played up in the Diesinger 
displays include polo games, football games, Main Line 
charitable affairs and social activities. The Dell season, 
although Philadelphian, has great Main Line support 
and is regarded by many as of prime suburban concern. 


(Please turn to page 78) 
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Title V—Excise Taxes 
CHAPTER 19—RETAILERS' EXCISE TAXES 


Sec. 2400. Tax on Jewelry, Etc. 

There is hereby imposed upon the following articles sold at 
retail a tax equivalent to 10 per centum of the price for which 
so sold: All articles commonly or commercially known as 
jewelry, whether real or imitation; pearls, precious and semi 
precious stones, and imitations thereof; articles made of, or 
ornamented, mounted or fitted with, precious metals or imita- 
tions thereof; watches and clocks and cases and movements 
therefor; gold, gold plated, silver, silver plated or sterling 
flatware or hollow ware; opera glasses, lorgnettes; marine 
glasses; field glasses; and binoculars. The tax imposed by this 
section shall not apply to any article used for religious pur- 
poses, to surgical instruments, or to frames or mountings for 
spectacles or eyeglasses, or to a fountain pen if the only parts 
of the pen which consist of precious metals are essential parts 


not used for ornamental purposes. 


Sec. 2403. Return and Payment of Retailers’ Excise Taxes. 
(a) Every person who sells at retail any article taxable 
under this chapter shall make monthly returns under oath 
in duplicate and pay the taxes imposed by this chapter to the 
collector for the district in which is located his principal place 
of business or, if he has no principal place of business in the 
United States, then to the collector at Baltimore, Maryland. 
Such returns shall contain such information and be made at 
such times and in such manner as the Commissioner, with the 
approval of the Secretary, may by regulations prescribe. 

(b) The tax shall, without assessment by the Commissioner 
or notice from the collector, be due and payable to the col- 
lector at the time so fixed for filing the return. If the tax is 
not paid when due, there shall be added as part of the tax 
interest at the rate of 6 per centum per annum from the time 
when the tax became due until paid. 

(c) In determining, for the purposes of this chapter, the 
price for which an article is sold, there shall be included any 
charge for coverings and containers of whatever nature, and 
any charge incident to placing the article in condition packed 
ready for shipment, but there shall be excluded the amount 
of tax imposed by this chapter, whether or not stated as a 
separate charge. A transportation, delivery, insurance, in- 
stallation, or other charge (not required by the foregoing 
sentence to be included) shall be excluded from the price 
only if the amount thereof is established to the satisfaction of 
the Commissioner, in accordance with the regulations. There 
shall also be excluded, if stated as a separate charge, the 
amount of any retail sales tax imposed by any State or 
Territory or political subdivision of the foregoing, or the 
District of Columbia, whether the liability for such tax is 


imposed on the vendor or the vendee. 


Sec. 2404. Definition of Sale. 
For the purposes of this chapter, the lease of an article 


shall be considered the sale of such article. 


Sec. 2405. Leases, Conditional Sales, Etc. 


In the case of (a) a lease, (b) a contract for the sale of an 
article wherein it is provided that the price shall be paid by 


TEXT OF JEWELRY TAX PROVISIONS OF THE NEW REVENUE ACT 


installments and title to the article sold does not pass until a 
future date notwithstanding partial payment by installments, 
or (c) a conditional sale, there shall be paid upon each pay 
ment with respect to the article that portion of the total tax 
which is proportionate to the portion of the total amount to 
be paid represented by such payment. No tax shall be im- 
posed under this chapter on the sale of any article taxable 
under section 2400 if with respect to such article the lease, 
contract for sale, or conditional sale was made, delivery there- 
under was made, and a part of the consideration was paid, 
before October 1, 1941. 


Sec. 2406. Tax-Free Sales. 

Under regulations prescribed by the Commissioner with the 
approval of the Secretary, no tax under this chapter shall be 
imposed with respect to the sale of any article- 

(a) for the exclusive use of the United States, any State, 
‘Territory of the United States, or any political subdivision 
of the foregoing, or the District of Columbia; 

(b) for export, or for shipment to a possession of the 


United States, and in due course so exported or shipped. 


Sec. 2407. Credits and Refunds. 

(a) A credit against tax under this chapter, or a refund, 
may be allowed with respect to an article, when the price on 
which the tax was based is readjusted by reason of return or 
repossession of the article, or by a bona fide discount, rebate, 
or allowance, in the amount of that part of the tax propor- 
tionate to the part of the price which is refunded or credited. 

(b) No overpayment of tax under this chapter shall be 
credited or refunded, in pursuance of a court decision or 
otherwise, unless the person who paid the tax establishes, in 
accordance with regulations prescribed by the Commissioner 
with the approval of the Secretary, (1) that he has not 
included the tax in the price of the article with respect to 
which it was imposed, or collected the amount of tax from 
the purchaser, or (2) that he has repaid the amount of the 
tax to the purchaser of the article, or unless he files with the 
Commissioner written consent of such purchaser to the allow- 
ance of the credit or refund. 


Sec. 2409. Penalty for Representation that Tax is Not 
Passed On. 

Whoever in connection with the sale or lease, or offer for 
sale or lease, of any article taxable under this chapter, makes 
any statement, written or oral, in advertisement or otherwise, 
intended or calculated to lead any person to believe that the 
price of the article does not include the tax imposed by this 
chapter, shall on conviction thereof be punished by a fine of 
not more than $1,000. 


Sec. 2410. Rules and Regulations. 

The Commissioner, with the approval of the Secretary, 
shall prescribe and publish all needful rules and regulations 
for the enforcement of this chapter. 


Sec 2411. Effective Date. 
This chapter shall be effective on and after October 1, 1941. 


In addition to the foregoing retail tax on articles ordinarily referred to as jewelry, silverware, clocks, watches, etc., the 
new revenue act also imposes a manufacturers’ excise tax of 10 per cent on various other classes of goods, sold by many 


jewelry stores. 


This tax will be added to the amount of the invoice when the sale is made by the manufacturer, with the result that the 
retailer will pay the tax when he purchases the goods and presumably will adjust his selling prices accordingly. The items 
frequently found in jewelry stores on which this tax is imposed are as follows: radio receiving sets, phonographs, phonograph 


records, musical instruments, sporting goods, luggage, electric appliances, cameras and photographic apparatus. 
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Taxformation. Please! 


Questions and Answers About the New Jewelry Tax 


UDGING from the flood of inquiries about the new 

jewelry tax with which jewelers have deluged the 
editorial rooms of THe JeweLters’ CrrcuLar-KerystTone, 
a large proportion of the industry is still in the dark 
as to just what the new tax means, how and whom it 
will affect, how and upon what will it be applied. 

To help the trade toward a better understanding of 
the matter we are printing below a selection of some 
of the typical questions most frequently asked, together 
with the answers. 

These answers have been submitted to Treasury De- 
partment officials, with whom the editor spent a large 
part of a day in Washington last week discussing various 
features of the new revenue law. They can therefore be 
accepted as correct and authoritative, but the regulations 
are of course subject to change and may be revised if 
experience should prove that changes are necessary or 
desirable. Any such revisions, if any should occur, as 
well as any additional regulations or clarifications that 
may be made will be reported promptly and fully in 
Jewecers’ CircuLar-Keystrone. 

Readers are invited to send other tax questions to this 
publication, which, in turn, will submit them, when 
necessary, to the Treasury Department. Answers to tax 
questions will be mailed directly to each inquirer, and in 
addition will be summarized in future issues, for the in 


terest, guidance and benefit of all readers. 

Q. When does the tax go into effect? 

A. On October 1, 1941. . 
Q. On what does the tax apply? 


A. All articles commonly or commercially known as 
jewelry, either real or imitation; all articles made of or 
ornamented with precious stones, precious metals, or any 
imitations of them; watches, clocks, watch and clock 
cases and movements; gold, gold-plated, silver-plated or 
sterling flatware or hollow ware; opera glasses, field 


glasses, binoculars, and lorgnettes. 
Q. Are there any exemptions? 


A. Specifically exempted are spectacles, eyeglasses and 
their frames or mountings; surgical instruments; arti 
cles used for religious purposes; articles sold for export; 
articles sold for the use of the United States, or the 
District of Columbia, or any state or territory or po- 
litical subdivision; fountain pens whose only parts made 
of precious metals are essential parts, not for ornament. 
(For example, a fountain pen with no other gold than 
the point, the clip for attaching it to the pocket, and a 
gold band around the cap, which is considered an essen 
tial part to keep the cap from splitting, would be free 


of tax; but if the pen is ornamented with gold or silver 
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filigree, or other decoration or if the barrel is made of 


vold or silver it is taxable. 


Q. What would be considered “goods for religious 
purposes” 

A. Any articles used in any religious service, ritual or 
ceremony, such as altar pieces, crucifixes or rosaries. 
Such articles as religious medals, rings, etc., which have 
a religious significance but are not actually used in relig 
ious rites are not considered exempt. The determining 


factor is the use which is made of the article 


Q. Would a wedding ring be considered an article 
used for religious purposes ? 


A. No. 


Q. Are articles below a certain price exempted, 
as was the case under previous tax laws? 

A. No. Any article described in the above list is sub 
ject to tax, no matter what its price. 


Q. What is the rate of the tax on these articles? 


A. Ten per cent of the retail price. 


Q. Who pays the tax? 


A. The retail seller collects it from his customer and 
pays it to the U. S. Treasury. 

Q. How is the tax to be paid? 

A. The jeweler will make a report to the government 


each month in duplicate on his sales of taxable articles 


and will pay the tax thereon. 


Q. To whom does he make his report? 


A. To the Internal Revenue Collector of his local dis 


trict. 
Q. Will it be made on a special form? 


A. Yes. The Bureau of Internal Revenue expects to 
have the forms available in time for the first report, 
which will be due in November, but if forms should not 


be ready, the retailer must make a report anyway. 


Q. Must each sale be reported separately? 

A. No. The jeweler need report only the total of his 
taxable sales for the month and compute the tax upon 
that total. If he includes the tax in his selling prices he 
pays one-eleventh of that amount. If he charges the tax 
to the customer as a separate item which is not included 


(Please turn to paae 83) 











“Appearance Asset” 


ee EN only pay for jewelry—they don’t wear it!” 

That ’s an assumption of, many jewelers which 
immediately blocks the way to an excellent jewelry 
market open to good promotion the year around, accord- 
ing to Louis Hamilton, partner in the Wehmueller-Ham 
ilton Jewelry Co., of St. Louis, Mo. 

“We believe that the jeweler who merely wishes he 
was selling jewelry to men as frequently as to women 
is making a mistake by doing nothing about making that 
wish a reality,’ Mr. Hamilten explains. “However, it is 
undeniably true that most jewelers think of selling to 
men as involving only watch promotion, and the occa- 
sienal sale of a stickpin, or tie clasp. Few of us make a 
real attempt to balance our sales to women with those 
to men, probably because we remember the old slogan, 
‘Gentlemen Don’t Wear Diamonds’ coming out of the 
90’s. We think that men look at jewelry as foppishness 
or for women exclusively-——but in actual truth, there is 
just as good a market for fine diamonds, cut stones, gold 
jewelry and other merchandise with men as_ with 
women.” 

Wehmueller-Hamilton, although it is one of the new- 
est reputable jewelry houses in the Missouri city, has 


This men's jewelry ensemble is shown by courtesy of Black, 
Starr & Gorham, Fifth Avenue, New York, jewelers. Each 
of these karat gold or sterling silver pieces retails for two 
figures, the first figure no higher than "5." Photo by Stadler. 

















































been in business long enough to build up a “masculine 
atmosphere” which constantly brings in men customers 
impressed with the merchandise it features for their 
wear. Almost half the customers who pass through the 
doorway daily are men; and a large percentage of the 
total may be found to be wearing cuff links, stickpins. 
tie clasps, rings, belt buckles, watch chains and other 
jewelry which has been sold solely through the fact that 
Wehmueller-Hamilton is aggressively “pushing” jewelry 
for men the year around. 

“We can’t state specifically that we have a merchan 
dising program of so much cost in certain channels,” Mr. 
Wehmueller explains. “But rather, we simply spend a 
little time with every customer in playing up masculine 
jewelry either for immediate sale, or to lay the ground 
work for the future. We believe that selling a woman on 
jewelry for her husband is an ideal avenue toward his 
business, and that we can sell as many men on wearing 
more jewelry as we have women customers.’ With that 
thought in mind, Wehmueller-Hamilton has listed all ob 
jections to this bracket of business, developed a plan to 
meet them, and an approach which always results in a 
much better attitude toward jewelry on the part of St. 
Louis men. 


Objections commonly believed in the path of such 


men, and through their 


sales are: (1) Fear of being overdressed on the part of 
the customer; (2) the old slogan, “Gentlemen Don't 
Wear Diamonds,” and (3) mistaken ideas of expense in 
connection with jewelry. Each of these objections can 
be easily overcome. 

“T have found that many of my fellow-jewelers are 
araid that their customer will say, ‘Oh, no, I’d look like a 
Christmas tree, when jewelry in complete sets is sug 
gested,” Mr. Hamilton explains. ‘However, we look at 
it in this way—if a man wearing a stickpin, diamond 
ring, tie clasp, wrist watch, jeweled cuff links, belt 
buckle and watch chain passes 10 people at a given 
point, none of them can tell what he was wearing, 
though they will have the impression that he is dressed 
well. We bring this point out clearly to every man who 
balks at the idea of jewelry which he fears may make 
him ‘flashy.’ Then, the store immediately comes out 
with its permanent slogan in connection with this pro 
gram—‘“Appearance Is an Asset.” 

All jewelry shown in Wehmueller-Hamilton’s cases 
and in the monthly masculine jewelry windows used is 
thus marked with cards reading, “Appearance Is an 
Asset’’—a simple point which gives an excellent footing 
for beginning suggestion to any man. For example, when 
a customer enters the store to pick up a repaired watch. 
Wehmueller-Hamilton salesmen size him up quickly, and 
if he is well dressed, with matched or well-chosen acces 
sories which indicate a love of good apparel, invariably 
ask him to look at a watch chain first, then a buckle, 
cuff links, pin, etc., up to the final diamond ring. 


Making this demonstration requires only a comment 
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such as “I’d like to show you a chain to match that 
watch.”” When the customer shows response, Hr. Ham 
ilton explains the “appearance” theme, pointing out that 
as an office reflects the character of a business, the small 
touches in a man’s dress add up tremendously to the im 
pression he makes upon business associates. Only one 
piece of jewelry is brought out at a time, in each case 
with an explanation of its importance to dress, and why 
the store advocates it. “This requires only a few extra 
minutes on our part,” it was explained, “and has the 
value of starting a new trend of thought in the customer 
who may possibly have never considered jewelry for 
himself, even though he buys it regularly for his wife.” 

This policy is followed through whenever possible; 
always with interest on the part of the man involved. As 
an example of how it acts to create desire among men, 
one customer of the store purchased $400 in cuff links, 
ring, pin and a bill clip in a single week. His former 
purchases had been simply a $3 watch repair occa 
sionally for the five years preceding. Another man who 
had given anniversary jewelry to his wife for several 
vears responded to the “appearance” theme by buying 
complete jewelry for himself amounting to more than 
that purchased for his wife! 


That’s one step in selling to men. Customers for this 


by ROBERT LATIMER 





Louis Hamilton, snapped in action on the opposite page, here 
demonstrates the minimum jewelry essentials which any well- 
dressed man should number among his “appearance assets.” 


suggestion come from the watch department for the most 
part. However, from the second “angle” of promotion 
the store realizes an even larger number of sales per 
prospect. This is “selling through wives” and actually 
making prospects of men who have never been in the 


(Please furn fo page 74) 
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These six pages from the |8-pege "Jewelry Gifts" section 
of the Dallas Daily Times Herald show how effectively 
the advertisements and news material combined to con- 
vince readers that "This Christmas It's Jewelry First!" 


HIS is a Christmas promotion story—and it’s be- 
ing published in October, a month ahead of other 
holiday merchandising helps, so that cooperative-minded 
jewelers everywhere will have ample time to do, in 
November 1941, something like the great, constructive 
job done by Dallas, Texas, jewelers in November 1940. 
“Whew! The paper’s heavy today,” readers of the 
Daily Times Herald exclaimed in 70,000 homes of the 
e Dallas trading area the fourth Sunday of last November. 
Plan au Holiday Most of the extra heft came from an 18-page ‘“Christ- 
, mas Jewelry Section,’ created by 17 Dallas retail jew- 
elers in cooperation with the newspaper’s advertising 
and editorial departments. 
JSewelr Section Of course, jewelers in other cities from time to time 
vy ~ have pooled their advertising energies into special 
jewelry sections of a newspaper, but this Dallas 
achievement represented a new high not only in the 
, number of jewelry stores participating but also in the 
In Your Paper quality of the advertisements and the diversity and ac- 
curacy of the ‘“‘news stories” or articles, all designed to 
stimulate interest in jewelry, watches, diamonds, 
colored gems or silverware, and thereby boost their sale 
as Christmas gifts. 

The cover (pictured upper left on this page) key- 
noted the special section. Santa’s finger pointed to the 
title: “Jewelry Gifts with a Million Memories,” and 
smaller type enclosed in a ribbon went on, ““The true 


Here’s how 17 Dallas jewelers last ve ‘ 
gift of enduring sentiment recreating for an eternity 


year cooperated in a special 18-page the tender sentiment expressed in the giving of a gift 
newspaper section the first Sunday of jewelry.” Big white letters in a black strip across 

the base of the page said: “This Christmas It’s Jewelry 
after Thanksgiving. Some ran six ads First !” 


lod 


On the following 17 pages, the ratio was approxi- 
mately two-thirds advertising and one-third reading 
matter, the latter prepared and contributed by the news- 


by E. H. SOUTHWORTH 
paper. 





There were 43 Christmas-slanted advertisements— 
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ten of them bought by manufacturers and the rest by 
the retail jewelers’ fraternity of Dallas. Naturally, any 
jewelry store could invest in any sized advertisement it 
wanted to, and in as many different advertisements. 

Thus, the size of the separate advertisements ranged 
all the way from seven inches in a single column to an 
entire page, eight columns wide and 21 inches deep. 
And, while 11 of the Dallas retail jewelers participated 
with only one advertisement each, six of the stores as 
sured themselves reader-interest throughout the entire 
section with half a dozen insertions apiece. 

Shaw’s made the biggest splash, starting off with a 
full-page announcement on page three (pictured at the 
right on the opposite page) and following through with 
ads measuring three columns by six to 10 inches deep on 
four other pages and one measuring two columns by 10 
inches on still another page. . 

Two other jewelers, Gray’s Diamond Shop and 
Shuttles Bros. & Lewis, aggregated somewhat less space, 
but participated throughout the whole section with half 
a dozen advertisements apiece. 

Both Zale Jewelry Co. and Barnett Novelty Co. 
bought two ads on different pages. Twelve other retail 
establishments were represented by single advertise 
ments, of which the largest were used by Arthur A. 
Everts Co.—six columns wide and 18 inches deep 
pictured top center on the opposite page, and by Linz 
Bros.—five full columns. 

All of the remaining retail jewelers’ spaces measured 
two columns in width and ranged from six to 15 inches 
in depth. 

A number of manufacturers of nationally advertised 
goods took advantage of the opportunity afforded by this 
Dallas promotion to boost their own lines. Thus, the 
special “Jewelry Gifts” section carried advertising for 
Elgin, Wyler and Gotham watches, General Electric 
products, Sheaffer pens and pencils, Ronson lighters, 
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Kestenman watch bracelets, Parker pens, Swank 


jewelry and Heilbrun watch straps. 


As most of the pages that are pictured above indicate, 
a generous balance of “news” was scattered through the 
special section of the newspaper. These stories—and 
there were more than 100 of them—were prepared by 
the Times-Herald’s reporters from reference books in 
the library. 

The lead-off story on the second page, pictured top- 
center on the facing page, was localized and struck the 
keynote of the entire section: 

“Dallas jewelers this week made preparations for 
the biggest Jewelry Christmas in the history of the 
city,’ this story began. “Stocking up on the finest in 
rings, necklaces, silver, crystal, china, watches and a 
myriad of other gift articles, leading jewelry stores 
and departments were ready to meet the Christmas rush. 
Gifts for every member of the family—from baby on 
up—were made ready for sale. Prices to meet every 
pocketbook—-from $1 to $1,000—were marked on thou- 
sands of articles ready to display to customers. 

Other news stories that filled out this same page hint 
at the variety and reader-interest of the entire section. 
One long article was headed, ‘“Centuries-Old Legends 
of Good and Evil Powers Cling to Precious Gems.” 
Other headlines read, ‘Collections of Silver Started in 
Old England,” “Birthstones Are Listed by Month for 
Convenience,” and “Portable Radio Demands Grow.” 

All of this editorial, news or reading material was 
broad in scope and built interest in jewelers’ merchan- 
dise on behalf of all the stores. Conspicuous by their 
absence were commercial items about the various indi- 
vidual businesses. Thus there was nothing about how 
three generations of the Jones family have been silver- 
smiths, how Smith & Co.’s buyer has just returned from 
buying a million dollars’ worth of watches, or how 

(Please turn to page 80) 


































You Can Colleet 
Bad Debts Now 


millions now *-in the dough” can pay 
old obligations. and you’re able to 
salvage cash even if the statute of 


limitations makes you think you can’t 


by ERNEST O. EISENBERG, LL.B. 


member of the Milwaukee Bar 
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HAT are you as a jeweler doing about the bad 

debt losses you sustained during the thirties? 
Have you written them off your books and out of your 
memory, or do you realize that they possess a new cash 
value today? 

Bad debts can be, and are being collected now! The 
present emergency has increased the ranks of the em- 
ployed by millions, and in so doing has endowed more 
than one debtor with an income sufficient for the repay- 
ment of old accounts. 

Judgment debtors who formerly scoffed at all legal 
process, today have incomes which can be garnisheed and 


property which can be attached. They can pay, and 
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they will pay if your credit manager or attorney knows 
his business. 

The procedure for the collection of these old accounts 
is relatively simple. First, analyze all your bad accounts 
dating back for the past decade. Itemize your list show- 
ing the names of the accounts, their status as corpora 
tions, partnerships, or individuals, their last known ad- 
dresses, their reasons for not making payments, and your 
final collection or legal handling. 

You will find that these accounts divide themselves 
into three broad groups: 

(1) Bad debts that cannot be collected because of the 
operation of the law, i.e., bankruptcies, deaths in which 
the deceased’s estate does not have sufficient assets to 
pay the creditors’ claims, etc. 

(2) Bad debts that are barred by your local statute 
of limitations. In most states this means accounts that 
are over six years past due. 

(3) Bad debts that could not be collected because of 
the inability of the debtor to make payment, but that are 
still alive as far as legal remedies are concerned. 

It is obvious that nothing can be done about bad debts 
which fall into the first group. Only the moral sense of 
obligation of the debtor can ever secure payment for you 
in these cases. 

However, with respect to bad debts which are barred 
by the statute of limitations, the creditor frequently has 
some legal recourse that is unknown to him, and it is 
advisable in such instances to consult your attorney for 
complete legal guidance. 

Inasmuch as the statute of limitations varies in the 
different states, the table in the next column is sub- 
mitted so that each jeweler can ascertain his rights in 
his own jurisdiction. 

It will be observed from inspection of this table that 
an open book account in the majority of the states can 
not claim the same protection that a written contract 
merits. It is also interesting to note that in more than 
half of the jurisdictions, a contract under seal has better 
protection than a contract without seal. 

Naturally, the table can serve only as a general out 
line. It is subject to exceptions and ramifications pecu 
liar to each state. 

Thus, for example, an account which is barred by the 
statute of limitations may be revived by any one of the 
following three methods: 

(1) Acknowledgement of the debt by the debtor, from 
which a promise to pay is implied. 

(2) An unconditional promise on the part of the 
debtor to pay the debt, 

(3) A conditional promise on the part of the debtor 
to pay the debt, together with evidence that the con- 
dition has been performed. 

Furthermore, most jurisdictions hold that payment on 
the principal or interest will take a contract out of the 
statute of limitations. Generally, payment on the prin- 
cipal or interest will revive an outlawed account and set 
the entire period of limitations running again. This 
means that if an account is seven years past due, and 
outlawed by the six-year statute of limitations, payment 
by the debtor will automatically wipe out the seven-year 
period and start the account all over again as though 
the debt were contracted as of the date of payment. The 
reason for this rule is that the statute of limitations is 
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an arbitrary legal protection, and any debtor who elects 
to waive this protection puts himself in his original 
position of being legally in debt and legally collection- 
bound. The statute of limitations, in itself, does not 
wipe out a debt; it merely prevents the creditor from 
taking action on it. 

Or again, an account may be ten years old. But if 
the debtor has during this period maintained his resi 
dence outside of your state boundaries for five years so 
that he could not be reached for legal service, he will 
upon returning to your state have the protection of only 
five years and not ten. 

Of course, the general rules are subject to numerous 
qualifications depending upon the wording of the stat 
utes in each state. In all cases, the merchant should 
consult his own attorney for complete local guidance. 

Recently the author advised a Milwaukee retailer to 
send out a collection letter to a group of accounts out 
In this letter the 


merchant stressed the fact that he had been glad to 


lawed by the statute of limitations. 


carry these accounts during the depression years, but 
now felt that the time had come for some adjustment 
since all of the debtors were steadily employed. The 


(Please turn to page 75) 


STATUTE OF LIMITATIONS IN NUMBER OF YEARS 


Domestic 
Contracts In Writing Judgments 
Open Under In Courts 
State Accounts Notes Contracts Seal Of Record 
Alabama 3 6 6 10 20 
Arizona 3 6 6 6 5 
PS va dkws eas 3 5 5 5 19 
California datas 4-2 4 oS 4 5 
Colorado ..... 6 6 6 6 20 
Connecticut 6 6-17 6 17 fie 
Delaware << 3 6 3 20 20 
District of Columbia 3 3 3 12 6-12 
io ee 3 5 5 20 20 
Georgia 4 6 6 20 j 
Idaho * 5 5 5 B. 
Illinois 5 10 5-10 10 20 
Indiana 6 10 10-20 10-20 20 
Iowa 5 10 10 10 20 
Kansas 3 5 5 5 pain 
Kentucky 5 15 5 5 15 
Louisiana j 1-3 5 + 10 10 
Maine .. 6 6 6 20 20 
Maryland 3 3 3 12 1? 
Massachusetts 6 6 6 20 2c 
Michigan 6 6 6 6 10 
Minnesota 6 6 6 6 10 
Mississippi 3 6 6 6 ] 
Missouri 5 10 10 10 10 
Montana 5 8 a 8 10 
Nebraska 4 5 5 5 a 
Nevada cer c 6 6 6 6 
New Hampshire 6 6 6 20 20 
New Jersey 6 6 6 16 0 
New Mexico 4 6 6 6 
New York ..... 6 6 6 6-20 20 
North Carolina 3 3 3 10 19 
North Dakota 6 6 6 10 10 
Ohio .. ea 6 15 15 15 ye 
Oklahoma 3 5 5 5 
Oregon 6 6 6 10 10 
Pennsylvania .. 6 6 6 20 20 
Rhode Island 6 6 6 20 20 
South Carolina 6 6 6 20 20 
South Dakota 6 6 6 20 20 
Tennessee 6 6 6 6 10 
Texas .. , 2 4 4 4 10 
EE aia seaca 4 6 6 6 8 
Vermont 6 6 6 8-15 8 
WRI oc ecvesas 3 5 5 10 10-20 
Washington 3 6 6 6 6 
West Virginia 5 10 10 10 10 
Wisconsin 6 6 6 10-20 20 
Wyoming 8 10 10 10 5-20 
+ Depends on nature. 
* Presumed paid after 20 years. 
** Kept alive by execution every five years 
*** Kept alive by execution every five years for 21 years. 
"i 
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Win Eves for Jewelers’ Windows 


by ETHEL LAKE 
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ANT to raise the batting average of those dis 

play windows? ‘Then remember this: The first 
function of display is attention. If merchandise is 
simply deposited in the window—pure, simple and un- 
adorned—it rates precious little attention unless the man 
or woman on the sidewalk has already made up his mind 
he needs to buy that particular sert of thing. This is 
batting under .200 in the bush circuit. 

On the other hand, a display “does a Ted Williams” 
and leads the major leagues when it manages to hold 
personal meaning for the majority of people within 
looking range. The mechanics are simple: (1) The over- 
tone, or over-all appearance of the display must be 
timely and imaginative to command interest; (2) atten- 
tion, once aroused, follows through for a detailed inspec- 
tion of the merchandise. 

The sketches on these pages show how three seasonal 
themes—Hallowe’en, Thanksgiving, the great fall moon 

can force attention for watches, jewelry, silverware 
and the like from many who otherwise would have 
passed them by. 

That relic of pagan times or medieval superstition, 
Hallowe'en, still packs plenty of imaginative punch 








Tomcat cut-outs, attached to the background, accent the cardboard 
fence-posts, to which men's and women's wrist watches are fastened. 


during the week or 10 days preceding Oct. 31. You can 
make an asset out of Hallowe’en consciousness and show 
between 50 and 60 wrist watches and half a dozen clocks 
in the super-timely window display sketched on this 
page. Card copy reads: “Watch this witching time with 
these bewitching wrist watches.” 

The fence-posts, to which the wrist watches are at- 
tached, are cut from cardboard and either painted white 
or covered with white velvet. One group of posts is 
fastened against the background; the other group, at the 
right, leans against the background with its lower ends 
on the floor near the glass. The witchcraft atmosphere 
is carried out by fastening black cat cutouts to the back- 
ground, as if they were slinking along the fence-posts, 
and attaching a black cut-out of a witch riding a broom- 
stick to the glass. Ready-made cut-outs of both cats and 
the witch can be purchased from stationers or shops that 
sell party decorations. 

The background is painted orange, in traditional Hal- 
lowe’en contrast with the black cut-outs. The window 
floor is brown. 

Once again, this year Thanksgiving is a movable feast, 
falling either Nov. 20 or Nov. 27, in accordance with 





THE JEWELERS’ CIRCULAR-KEYSTONE 















































proclamations by the governors of the various states. 
But whether your state goes along with the President on 
the 20th, or sticks to the traditional fourth Thursday, 
here is a grand occasion to promote silver, china, stem- 
ware and table decorations. 

In constructing a pre-Thanksgiving display like the 
upper illustration on this page, you start with a 
rust-colored background and floor. Then attach to the 
background a dise of yellow paper, lettered “Thanks- 
giving,’ and in the center of this apply a smaller circle 
of purple paper, lettered with the date of your state’s 
holiday. 

The scroll, whose wording (“A High Day for All 
Teasting”) keynotes this display, is made of a straight 


Fruits and vegetables have graced every Thanksgiv- 
ing table since 1621; imitation or shellacked real 
ones, will draw attention to your Thanksgiving display. 


strip of heavy yellow paper, fastened to the lower part 
of the large circle, bent outward away from the back- 
ground, then fastened back under the fold in the middle, 
and finally curved forward again and fastened under the 
roll at the end. Fruits and vegetables—either artificial, 
or real ones, if shellacked—are attached to chicken wire 
and made seemingly to fall from the dises on the back- 
ground outward and to the right across the window. 
Glass, china, crystal and silver hollowware and flatware 
are displayed. 

The third sketch can be used at this or any time of 
the year, with splendid effect. Striking the imagination 
of all who love Stevenson’s “Treasure Island”’ or nour- 

(Please turn to page 76) 








A new slant on the 
"treasure" window dis- 
play. Bracelets are 
moonbeams. Jewelry 
spills from “pirates 
chests" mounted in a 
beach dune made of 
cardboard covered 
with brown sandcloth. 
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their advertising, so th 


from the store’s usual selling arrangements. The three advertisements at 


gift-purchases, 


Advertising the Lay-Away Plan 


their driginal size, show how a number of jewelry stores 
ment credit and non-installment houses 





VEILING high! Visibility practically unlimited! Conditions perfect 
for taking off early this month with a lay-away plan! 
Detailed stories in J. C.-K.’s July and September issues told how 

a well-planned lay-away campaign not only boosts the number of sales 
but also lifts the average amount of money invested in jewelry store 


These advertisements, reproduced here considerably reduced from 
both install- 
promoted Christmas volume in 
October, six to eight weeks before the public otherwise would get around 
to holiday shopping. Thus, the length of the Christmas period is doubled. 

Jewelers who usually operate on a cash or open-charge basis should 
carefully explain the mechanics and advantages of the lay-away plan in 
at the public will understand how the plan differs 


the lower right are especially convincing in their lay-away logic. 
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SALLAN 
SAVINGS 


Farly Bird Specials 
Our $1.95 Ladies’ Cig- 
arette Case , 97¢ 
Our $1.00, Key Chain. .79¢ 
Our $1.00 Key Case 89% Dowty and Depend. 7 
Our $1.00 Comb and able with Marching, Link 
Bracelen Dignified Coot 





file . ove 
Our $1.00 Billfold ....89¢ 














It’s Really 
a Good Idea 


To select your more smportant Christma 
Gifts now. Let us lay them away for y« 


while you complete payments over the I! 


are no extra carrying charges 


¥ ARGUMENTS PRO 


ARGUMENTS CON 
= arial ibe tevees they 
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Daniel Low’s 
DIAMONDS 
WATCHES 
JEWELRY 
SILVER 
LAMPS 
CHINA 
LUGGAGE 


MIRRORS 
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GIFTS 





weeks between now and December 25. There 




















Our $1.00 Compact ..79¢ 
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h_ —- Be _Prepared This Year! 


H Ley away your important Xmas presents 
" under our easy, flexible lay-eway plen. 


Or, if you prefer to buy your holidey 
gifts on our easy credit plan, give 
us your references now so there 

will be no delay when you 


come in later te make 
your purchese. 


GEO. T. ROY lewele 


f 
44-50. MAIN 67 ~AFCOND DOOR NORTH OF WARNER THEATRE 
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Begin now to 
‘lay away” your 
Christmas gifts 


October is ‘lay-away month 
ot Corrigan’s. Select your 
Christmas gifts now while 
you can shop leisurely. Our 
stock is complete with many, 
many lovely gifts. A small 
deposit will reserve anything 
in our store, with the bal- 
ance payable over a period 
of several months at no 
extra cost. 


Mail orders will 
be sent subject 
to your approval 


No extre charge for 
budget peyments 





Sewecens 
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Asa 75th Anniversary Salute to 





THE WORLD’S MOST HONORED WATCH 


The Worlds Most Honored 
Music Programs 


Are now being broadcast Coast to Coast 
over more than 


100 RADIO STATIONS 


Played by the Longines Symphonette 


MISHEL PIASTRO 


world-famous violinist as guest conductor 
and famed soloists on every program 


LONGINES-WITTNAUER WATCH CO. 
580 Fifth Avenue, New York 


Longines-Wittnauer is the one fine line 
no fine jeweler can afford to be without 
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double-roller escapement. A lever es- 





Double-roller Escapement 


capement with separate impulse- 
roller and safety action roller. 

double rose cut, double rosette. Two 
Holland rose cuts base to base, 
making a stone without a table or 
culet. See PENDELOQUE. 

double-sunk dial. Dial with separate 
portions at different levels, inside 
the hour-and-minute circle and for 
the seconds circle. 

doublet. An imitation or manufac- 
tured gem. There are true doublets, 
composed of two cemented pieces 
of genuine stone, making a larger 
gem than either would make alone; 
and false doublets in which a genu- 
ine crown is backed by glass or 
some other material. See TRIPLET; 
GARNET DOUBLET; HOLLOW DOUBLET. 

douzieme (due-zee-emm’). A unit of 
measurement of length indicating 
1/12 ligne. See LIGNE. 

dovetail. 1. In English lever escape- 
ment watches, a tapered bar of 
metal with hole and cap jewels for 
lower balance pivot. 2. In verge 
escapement watches, the metal 
wedge that holds the bearing for 
the inner escape pinion pivot. 

dragomite. Rock crystal from Mar- 
marosch, Galicia. 

dragonite. Fabulous stone said to 
come from the head of the flying 
dragon. Quartz pebbles were iden- 
tified with these stones. 

dravite (dray'vite). Brown tourma- 
line. 

draw or draft. <A force that holds 
fork in lever escapement against 
a banking, to keep guard pin or 
point normally from contact with 
roller-edge. This force must be 
overcome to unlock the es apement, 
or whenever a severe jolt causes 
the safety-action to function. 

draw-filing. Finishing a surface by 
rubbing it with a file held at a 
right-angle to the length of the 
work. 

drawing steel. Tempering; lessening 
the hardness of hardened steel 
gradually by slowly heating it. See 
TEMPERING. 

draw-in spindle. The part of a lathe- 
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head that is turned by hand to 
draw in and tighten a chuck. 
draw-plate. A steel plate with grad- 
uated holes, through 
which metals may 
be pulled or drawn 
to form wire. The 
holes in fine draw- 
plates are bushed 





with pierced  dia- Draw 
monds with polished Plate 
holes. 


dredger. A metal sifter or shaker 
for serving powdered or granu- 
lated condiments. The early dredg- 
ers were used for sugar and 
usually had straight sides and 
mushroom domes, perforated in 
concentric circles. See CASTORS. 

Dresden (English). See English 
Dresden. 

Dresden Green. Apple-green diamond 
of Indian origin bought in 1743 by 
Augustus the Strong. Weight, 41 
carats. Set in a hat ornament, in 
the Green Vaults at Dresden, Ger- 
many. 

Dresden White. Square-cut white dia- 
mond, set in a shoulder knot, in 
the Green Vaults at Dresden, Ger- 
many. Weight, 48% carats. Pur- 
chased by Augustus the Strong. 

dresser set. Hair comb, hair brush 
and mirror of matching design, 
often also with manicure acces- 
sories. 

dress watch. Thin pocket watch to 
wear with formal clothes. 

D.R.G.M. Abbreviation stamped on 
watches or clocks or tools of Ger- 
man or Swiss manufacture, mean- 
ing Deutsches Reichs Gebrauchs 
Muster, a patent for six years only, 
a “petty patent,” registered in 
Germany without examination of 
its claims. See S.G.D.G. 

drifting. Giving final form te a hole 
in a piece of work, by using a steel 
punch driven or pressed into the 
hole. 

drill. A boring tool for producing 
holes. The types of drills mostly 
used in horology are flat drills and 
twist drills. Pearl drills are coun- 


SEE SE 


BLADE 
| \ 
CMARK SHOULDER 





Above, twist drill; 
Below, flat drill 











tersinks for cutting recesses for 
setting flat-bottomed half pearls in 
jewelry. 

drill chuck. An adjustable lathe chuck 
for holding all sizes of drills. 

drill rod. Commercial name for steel 
rods in sizes from smallest up to 
about %-inch diameter, used by 
watchmakers for making staffs, 
stems, drills, taps, ete. 

driver. In a pair of gears, the one 
that applies power to turn the 
other. 

driving-fit. In mechanical work, a fit 
between two parts that requires 
force to put the parts together, as 
in the fit of the hole in a minute 
hand on the seat on top of a can- 
non pinion; or of roller on balance 
staff. See FRICTION-TIGHT; SLIP 
FIT. 

drop. 1, Horol. In escapement action, 
the short motion of the escape 
wheel between its release from one 
pallet and its contact with the 
other pallet. 2, Jewelry. A small 
pendent piece, suspended from an- 
other part of a piece of jewelry, 
as on a bracelet or earring. 3, Sil- 
versmithing. The slightly molded 
point of union between the handle 
and the back of the bowl in a spoon. 

drop-form cut. See PENDELOQUE; BRI- 
OLETTE, 

drop lock. In an escapement, the 
amount or depth of locking of an 
escape wheel tooth by a pallet, at 
the instant when drop has oc- 
curred; this amount is measured in 
degrees of an angle with its vertex 
at pallet center, one of its sides 
passing through point of contact 
of tooth and pallet, the other side 
passing through lower end of lock- 
ing face of pallet. See ESCAPE- 
MENT; LEVER; CYLINDER; CHRONOM- 
ETER; LOCK. 

drop pearls. Pearl-shaped or oval 
pearls. 

dropping bottle. Bottle with glass ex- 
tension to stopper for applying 
acids in testing precious metals. 

drop press. Machine in which dies are 
used for mass production of jewel- 
ry, etc. See DIE. 

dross. The layer of impurities accu- 
mulated at the top of a mass of 
melted metal in a crucible. 

drum. The barrel, in a clock, on which 
the weight cord is wound, and un- 
winds as the weight pulls in driv- 
ing the clock train; the first mobile 
of the train is the main wheel 
fastened to the drum. 
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A SMASH HIT FOR 
THE GIFT SEASON! 


Dozens of customers these days are looking for a 
“big gift” with plenty of style. Offer them the 
Had’ +y “Treasure Chest” and you’ve made a sale! 
Here’s a superb ostrich-covered hinged box, con- 
taining a complete wardrobe of style-matched, 
sculptured Hadley Men’s Jewelry! With the pad 


removed, the box becomes a smart dresser case. 


SET No. 500- 
Assorted stones; 
collar holder, tie 
clasp, cuff links, 
belt buckle, knife, 


key chain, $24.50. 

















SET No. 200-Collar 
holder, eravat chain, 
buckle, dress set, knife, 
key chain .. $22.50. 


SET No. 100- Collar 
holder, cravat chain, 
belt buckle, cuff 
links, knife, key 











chain $17.50. 
Order now from your Authorized Hadley Distribu- 
tor for Fall and Christmas selling! The Hagley Co., M N’ E ELRY 
Providence .. New York .. Chicago .. Los Angeles. E S J W 
— ome 
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A JEWELERS’ DICTIONARY 
(From page 62) 


drum escapement. A _ recoil escape- 
ment used in many 
French clocks of 
small size; now be- ) 
coming obsolete. WY 

drunken key. Key for , \UJ\/./ 
winding a timepiece, ITN 
in which there is a 
ratchet that prevents 
winding in wrong di- 
rection, used mostly fe 
for chronometers. Escapement 

dry diggings. Term 
used to differentiate 
diamond diggings in volcanic pipes 
from river or alluvial mining. 
duck shears. See POULTRY SHEARS. 
ductility. Property of metals enabling 
them to be formed when cold, by 
hammering, die stamping, drawing, 
rolling, ete. 

Dudley diamond. See STAR OF SOUTH 
AFRICA. 

dumb-vibration. In a chronometer or 
duplex escapement, the motion of 
the balance, at every other beat, 
when no impulse is given to the 
balance by the escape wheel. 

dumortierite (du-mor’tee-yer-ite). A 
purple to blue aluminum borosili- 
cate sometimes found in sufficient 
concentrations to be used for dec- 
orative purposes. It forms masses 
of fine intergrown needle-like crys- 
tals. 

dumortierite quartz. A blue variety of 
dumortierite found in California 
intergrown with quartz, sometimes 
sold as California lapis. 

Dunstan, Saint. Patron saint of gold- 
smiths and_ silversmiths. Was 
Archbishop of Canterbury in 988. 

duodecimal! (du’oh-dess”i-mul). Count- 
ing by twelves, as the hours of the 
day. 

duo-in-uno. A form of balance spring 
used by some early chronometer 
makers, in which the upper termi- 
nal coil of a cylindrical spring is 
formed like a flat spiral spring. 

duplex escapement. An escapement of 
frictional type, now mostly obso- 
lete. The last large use of it was 
in watches made by the New Eng- 
land Watch Co., of Waterbury, 
Conn., between 1898 and 1912. 
Characteristics of it are the im- 
pulse slot in balance staff, and two 
sets of teeth in the escape wheel. 

dust band. A thin metal band, placed 
between the edges of upper and 
lower plates of watch movements 
to keep dust out. 

dust collector. A system comprising 
a hood, pipe, and reservoir, with 
suction, to draw offal from a jew- 
elers’ polishing lathe, for protec- 
tion to operator’s health, cleanli- 
ness of shop, and conservation of 
precious metal wastes. 

dust pearls. Small pearls less than 
1/25th of a grain. 

dust pipe. In chronometers and some 
key-wind watches, a cup-like de- 
vice mounted on winding and set- 
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ting arbor squares, its lip touching 
the inside of the key hole in the 
case cap, to exclude dust from the 
movement. 

Dutch bort. Zircons from South Afri- 
can diamond mines. 

Dutch metal, or Dutch gold. An alloy 
imitating gold, usually 80 per cent 
copper and 20 per cent zine. 

Dutch rose. Holland rose. 

Dutch silver. Netherlands silverware, 
.800 fine. Imitations, intricately 
ornamented with human figures, 
windmills, dwellings, trees, etc., 
and made of electroplated copper 
or soft metal, were popular in the 
United States about 1912-1922. 

Dutoitspan. Important South African 
diamond mine, on voleanic pipe. 
Discovered, 1869. 

duty mark. A mark used in some na- 
tions to denote the payment of the 
duty on articles of gold or silver. 
In London the sovereign’s head was 
used as the duty mark from 1784 
to 1890 when it was discontinued. 

dwt. Abbreviation for pennyweight, 
unit for weighing gold. See TROY 
WEIGHT. 

dynamo. Machine for generating elec- 
tric current; but particularly a gen- 
erator of direct current, as for 
electroplating. 


K 


eagle stone. Aétite, said also to in- 
clude limonite nodules. 

Earnshaw, Thomas. English chronom- 
eter maker, b. 1749; d.1814. In- 
ventor of spring-detent escape- 
ment and compensation balance, 
both substantially as used in ma- 
rine chronometers today. 

ear nut. Tapped nut for use with ear 
screws. 

earring. An ornament, often of but- 
ton, clip or pendant shape, at- 
tached to the lobe of the ear by 
a small screw or clip, or by a wire 
piercing the ear. 

ear-screw. An ear-wire with screw to 
clamp earrings to 
unpierced ears. 

ears, pendant. The pro- 
projections on the 
pendant of a pocket- 
watch case, with 
countersinks to hold 
ends of bow. 

ear-wire. A bow of 
wire; looped to fasten to a pierced 
ear, for hanging the pendant por- 
tion of earrings or eardrops. 

earth amber. Slightly altered amber 
which has been exposed to the air 
and become somewhat opaque and 
dark and lost some of its luster. 
Often this surrounds a nucleus of 
still unaltered amber, but eventu- 
ally the amber disintegrates com- 
pletely under these conditions. 

earth stone. In speaking of amber 
this is the mined material, as op- 
posed to the amber washed on the 
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beaches (sea stone). It has an 
opaque rind which must be re- 
moved by sand and water in a ro- 
tating washer before the quality 
of the piece may be seen. 

eastern standard time. Mean solar 
time used by agreement every- 
where in a longitude zone approxi- 
mately centered by the meridian 
of Washington, D. C. Eastern 
Standard time is five hours behind 
Greenwich time in England. 

ébauche (ay’boshe). Term used in 
Swiss watch manufacturing to de- 
note a watch movement with its 
principal parts assembled, but not 
yet finished; pivot holes drilled 
but not yet jeweled; i.e., a move- 
ment “in the rough”. Compara- 
tively few, but large factories make 
ébauche movements, which are 
bought by hundreds of firms, who 
place their own names or brands 
on them, after completing them in 
various grades of finish, jeweling 
and adjustment. This system saves 
the majority of Swiss manufac- 
turers from needing heavy ma- 
chinery in their shops, in which 
much of the work is_ therefore 
skilled handwork. Another result 
is that there are rather few basic 
models of Swiss watches, which is 
a convenience in ordering repair 
parts for them. Material dealers 
furnish customers with charts for 
indentifying the ébauche model of 
any Swiss movement. 

ebonite. Vulcanized rubber, used for 
tool-handles, pulleys, and to some 
extent for black mourning jewelry. 

ebullition (ebb’uh-lish’’-un). Forma- 
tion of gas bubbles by acid applied 
in precious metals testing, or in an 
acid bath for chemical reduction 
of metals. 

écaille (ay’kye). On European-made 
articles means genuine tortoise 
shell. 

eccentric. The form given to edge of 
cams such as the heart-piece that 
governs the return to zero of hands 
of chronograph and _ split-seconds 
watches; or, anything out-of-cen- 
ter. 

échappement (ay’shapp’mawnt’). 
French for escapement; in descrip- 
tions of Swiss movements, this 
word followed by others has these 
meaning’s: ancre, lever escapement; 
libre, detached; a vrecul, recoil; 
a répos, dead-beat; cylindre, cyl- 
inder. 

eclogite (ek’lo-jite). A pyroxene-gar- 
net rock which is sometimes found 
in the South African diamond 
pipes, and which may have been 
the rock in which the diamonds 
originally crystallized, before get- 
ting into the kimberlite in which 
they are now found embedded. 

écuelle (ay’kwell’). French vessel, 
originally an individual soup ser- 
vice somewhat similar to a two- 
handled porringer, with a flat or 
domed cover surmounted by a han- 
dle or a finial and often with a 
dish, spoon, fork and knife. Smaller 
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Point out how the beauty and conven- 
ience of this exquisite, silver-plated 
model in Danish modern will impress 
and accommodate both family and 
“company”, and you'll make many 
scles. Suggest its suitability for the 
dining table, incidental table, vanity 
or console. 





The Modern Trend- 
RONSON TABLE-LIGHTERS 


for every room in the home 








DECANTER 
de LUXE 


A“ conversation piece” for any room. 


RONSON table-lighters have become an every-room essential in hundreds Handy for bridge, while reading, on 
. 2 desk—whenever a convenient, one- 

of thousands of homes. Their beauty, decorative value and moderness— hand light-up is called for. If you'll 
; , . , p picture the luxurious effect of a set of 
their handiness, safety and cleanliness, their months-of-service-on-one- RONSON Decanters on her dining 
‘ : 3 : table, and the protection to her linen 
fueling and convenient one-handed action—are reasons why American against match burns, she may order 


several.Women love to impress guests. 


homes have adopted RONSON table-lighters as a great forward step in 
more gracious living. Reasons why influential publications such as Ladies’ 
Home Journal, Harper’s Bazaar, House & Garden, Town & Country, 
House Beautiful, and many others, show, by editorial story and illustra- 
tion, that RONSON table-lighters have a definite place in every room in 
the home. Reasons why there is today a great and growing demand 
among homes (and offices) thruout the country for RONSON table- 
lighters. This demand we shall continue to further thru consistent and 
powerful national RONSON table-lighter advertising. 


We are glad to advise our retailers that, for the moment, we can still 





fill moderate-quantity orders for RONSON table-lighters. TOUCH-TIP & CIGARETTE BOX 


There isn't a woman who wouldn't like 
to have one of these modern conven- 
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A JEWELERS' DICTIONARY 
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sizes now are used by children in 
the manner of a porringeyr. 

edelstein (ay’del-shtine). German 
word for precious stone. 

edge joint. In Jewelry making, a joint 
made by filing the edges of the 
pieces to be joined, at angles to 
form faces usually soldered to- 
gether. 

Edwardes ruby. A fine ruby crystal 
in the British Museum, given in 
1887 by John Ruskin and named 
by him in honor of Major-Gen. Sir 
Herbert Edwardes. 

egeran (egg’er-on). A variety of ve- 
suvianite from Bohemia, named 
for the Eger river. 

egg-and-dart. <A classic design-ele- 
ment used in moidings for clock 
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Egg-and-dart motif 


cases and in gallery-strip for mak- 
ing jewelry. 

egg-ard-tongue. A decorative orna- 
ment combining an _ oval and 
tongue, usually embossed or re- 
pousseé. 

egg cup. A small cup for serving 
boiled eggs, made either with a 
stem base similar to a goblet or 
as a double cup, with a small bowl 
at one end and a larger one at 
the other. 

egg, Nuremberg. Popular name given 
to one of earliest types of watches, 
made in Nuremberg, Germany, 
with cases of ovoid shape. 

egg pearl. Egg-shaped pearl. 

egg server. See WAFFLE SERVER. 

egg spoon. A small spnoon with a 
rounded end about the size of a 
5 o’clock tea spoon, used in eating 
eggs when served in an egg cup. 

Egyptian alabaster. Variety of beau- 
tifully banded calcite, found near 
Thebes. Also called oriental ala- 
baster, onyx marble, onyx and 
onychites. 

Egyptian jasper. Yellow, —yellow- 
brown, chestnut brown and _ red 
jasper from Egypt. 

Egyptian pebble. Jasper pebbles, com- 
monly polished by the sand blown 
by the desert winds. 

Egyptian peridot. Peridot from the 
principle occurrence, St. John’s 
Island, in the Red Sea. 

Egyptian turquoise. Turquoise from 
the oldest known mines, in the 
Sinai Peninsula. Also sold as Ales- 
sandrine turquoise. 

eight cut. See SINGLE CUT. 

eight-day timepiece. A clock or watch 
designed to run one week after 
winding. The extra day’s run is 
included so the clock will not stop 
if rewinding is delayed; also so 
that the minimum power of a 
mainspring at the end of its run 
is not used in driving the train. 


eight-screw chuck. Lathe chuck for 
large work; holds work inside a 





Eight-serew chuck 


pipe through which four pairs of 
screws are adjusted against the 
piece of work. 

elaeolite (e-lee’o-lite). A variety of 
nepheline; a sodium aluminum sili- 
cate. Translucent gray, bluish- 
green, brown or red, sometimes 
cut as a decorative material, occa- 
sionally it can be cut to show a 
cat’s eye. Rarely used, and of lit- 
tle value. 

elasticity. A property that underlies 
the effectiveness of all forms of 
springs. This is the tendency of a 
body to return to its original shape 
after having been deformed, as in 
bending. 

El Doradoite. Misleading trade name 
under which a bluish, yellow or 
bronze variety of quartz from El 
Dorado county, Calif., is sold. 

elder pith. The pith used by watch- 
makers for cleaning pivots, etc., 
obtained from branches of a shrub 
or small tree of genus Sambucus, 
the common elder of Europe. 

electric clocks. Clocks with hands 
driven by electric motors through 
reducing gear trains; or with main- 
springs or weights wound by elec- 
tric motors; or with pendulums 
given impulse by an armature of 
an electro-magnet. 

electric emerald. Another name for a 
glass imitation gem. 

electrode. In electroplating, the ar- 
ticle being plated, and the piece 
of metal to supply the coating, 
while both are immersed in the 
solution with electric current flow- 
ing through them, are the elec- 
trodes. See ANODE: CATHODE. 

electro-gilding. Electroplating with 
pure gold. See ELECTROPLATING. 

electrolabrum. A candelabrum wired 
for electric lighting. 

electrolytic copper. A highly refined 
variety of copper, produced by 
electrolysis, used for alloying the 
precious metals. 

electroplating. Process of covering 
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Simplified diagram of electroplating 














metal articles with a film of other 

metals. The article is immersed in 
a chemical solution; electric cur- 
rent (D.C.) flows through solution 
from a piece of metal (anode) to 
article (cathode) depositing metal 
thereon by electrolysis. See ANODE: 
CATHODE. 

electrum. An alloy of 20 per cent 
gold and 80 per cent silver. 

elektron. Greek name for amber, from 
which our word electricity was de- 
rived. 

element. A substance which cannot 
be decomposed chemically into 
other simpler substances; one of 
about 90 substances, which in vari- 
ous combinations compose all other 
substances. Gold, carbon (dia- 
mond), silver, copper are examples 
of elemental substances. 

elephant hair jewelry. Jewelry in 
which the coarse hairs of the ele- 
phant’s tail have been used. 

Elie ruby. Pyrope garnet found in 
small grains in trap rock at Kin- 
craig Point, near Elie, Fifeshire, 
Scotland. 

elinvar. An alloy of steel, nickel and 
chromium, used for  hairsprings 
which yield a timekeeping rate 
practically without temperature 
error. The word is coined from 
“elasticity invariable”. 

elixir of vitriol. A popular name for 
sulphuric acid. 

elk-tooth. Emblem used by members 
of the Benevolent and Protective 
Order of Elks. In the jewelry 
trade, the finest Elk emblems are 
made with natural elk teeth; 
cheaper quality emblems have imi- 
tation teeth made of some molded 
plastic substance. 

Elster pearl. Pearl from a freshwater 
mussel from the Elster river in 
Saxony. 

elutriation (ee-loo’tre-ay’’shun). Proc- 
ess for grading abrasive powders 
by settling and pouring off liquid 
in which they are mixed. See DE- 
CANTATION. 

émail (aye’mah’ee). French, also 
German, for enamel. 

emblem jewelry. Jewelry of any kind 
including in its design the insignia 
of fraternal or other organizations. 

embossing. Art of producing figures 
in relief, by means of punches and 
hammers used on the back of metal 
or with a snarling iron and ham- 
mers used on the inside of a hollow 
article such as a pitcher, coffee pot 
or a cup, creating the design on 
the front. See CHASING. 

emerada. Misleading trade name for 
yellow-green synthetic spinel. 

emerald. A green variety of beryl, 

the color of which is caused by 
chromium. One of the most valuable 
of all stones. See BAHIA EMERALD, 

BERYL, BARAKETH, CANUTILLOS, CO- 

LOMBIAN EMERALD. 


This is the eleventh installment in “A 
Jewelers’ Dictionary,” which will be 
continued in future issues. 
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GO ON THE AIR! 





SELL your store as headquarters 

for diamond gifts to the vast 

radio audience in your own market 
with this series of skilfully planned 
]-minute recordings. Rich musical themes 
and appealing radio voices get 

across dramatic diamond messages 
with the professional technique 

and smooth persuasiveness 

of big-time shows! Ready to 

use. Time allowed at beginning 

and end for your individual tie-in and 
store signature. Ten |-minute 
announcements (and you have a 
really talented minute show of 

your own!) on a 16-inch record 

for a small fraction of what they cost 
to produce — $10. Order yours 
today from Diamond Promotion Dept., 
The Reuben H. Donnelley Corp., 

305 East 45th Street, New York, N. Y. 
De Beers Consolidated Mines, Ltd., 


and Associated Companies. 
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SPECIAL RADIO OFFER TO 


STIMULATE CHRISTMAS DIAMOND SALES 














ILI. a year or so ago moonstone’s chiet 
claim to fame lay in its being the title of a 
19th century novel by Wilkie Collins, ““The Moon 
stone.” But the bluish white light of this feldspar 
gem from Ceylon now shines with more than anti 


quarian interest, thanks to a vogue for moonstones 


and gold launched recently by several of the top 


flight Fifth Avenue jewelers. 

Here, Kaye Jordan Co., style and design consul 
tants of New York and Providence, indicate how 
attractively moonstones of various sizes can be 
mounted in the flowing, ribbon-like swirls of vel 
low and pink gold that denote today’s jewelry. 

Small ruby or garnet cabochons provide addi 
tional color accent in some of these pieces, while 


two of the clips indicate bands of diamond melee. 
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Single Cuts 
Sizes 


“Fancy Shapes 











INQUIRIES INVITED 











(- MAX FINE & SONS, INC. ) 


CUTTERS OF *FINE-MADE” DIAMONDS 


oO “ES AND Factory 
( 20 West 47th Street 
NEW YORK 


‘oD. FounpeEp 1890 











* 


FOR OCTOBER, 1941 




















Indo-U. 8. Gem Trade Now °Direet”’ 





merchants. once in Paris and London, now ship gems from Bombay to America: 


eutting small rubies is the principal occupation in the town of Cambay: 


most stones that India exports are produced in other countries of the East 


EM merchants of India believe that Indo-American 

trade in precious stones will continue after the 
war, now that direct contact has been established be- 
tween the Indian exporters and American importers, 
says a bulletin describing the precious stones industry 
of India, published last month by the Industrial Refer- 
ence Service of the U. S. Department of Commerce. 

Bombay’s importance as a gem center has increased, 
with the dislocation of the London market and the com- 
plete closing down of the Paris precious stone market. 
Before the war American importers traveled regularlv 
to those European cities to buy rubies, sapphires, pearls 
and other gems from commission agents and representa- 
tives of Indian cutters; they’d examine a parcel of gems 
and make an offer, the agent would cable the bid to the 
owner and meanwhile hold the goods under seal, until 
the price was accepted or refused by mutual agreement. 
Now, however, Paris and London no longer are the 
meeting places of American buyers and Indian sellers; 
the Indian merchants have returned to the East; direct 
Indo-American gem transactions use the mails, cables 
and radio. 

Rubies, the most important gem in India’s export 
trade, are imported in the rough, except for stars, from 
the Mogok stone tract in Burma, perhaps the only com- 
mercial ruby-producing center in the world. “The stones, 
except the stars, are cut and shaped in India before be- 
ing offered for sale or exported,’ says the Industrial 
Reference Service bulletin. “Nearly all the inhabitants 
of Cambay, a small town in the State of Cambay, north 
of Bombay Presidency, live by ruby-cutting. The scale 
of operations ranges from machines operated by one man 
to small factories employing 20 to 25 persons. A Bom- 
bay dealer in rubies estimates that there are about 200 
such ruby-cutting establishments. 

“Since the outbreak of the war, the wages of these 
Cambay ruby-cutters have increased by more than 50 
per cent. This wage increase is probably due to the 
keen demand at present for the fashionably-cut smaller 
varieties, in which the Cambay cutters are experts. A 
small volume of ruby-cutting is also done in Bombay, 
but it is of no great importance, being confined to the 
larger type stones. 

“Compared with pre-war values, the prices of rough 
rubies have increased by 15 to 20 per cent. The relative 
paucity of good quality rubies from the Mogok mines 
and the speculative purchases by Bombay merchants are 
held to be the chief reasons for this price-rise. The in- 
crease in the price of uncut stones is not. however, re- 





70 








flected in the quotations for cut stones, the values of 
which have changed little. The steadiness of the cut 
stone prices may be explained by three reasons: (1) 
America is the only foreign market at present; (2) there 
is keen competition among Bombay merchants for sales 
to American importers, and (3) since the Indian ex- 
porter, in view of the present long delays in postal com- 
munications, is not in position to wait for counter-offers 
from the American importers, prices offered in the first 
instance have to be the final figures and are usually 
attractive.” 

Star rubies and sapphires are cut in Mogok or in Cey- 
lon, and not in Bombay, and enjoy a ready market in 
both America and India, selling in Bombay at several 
times their pre-war prices. Among reasons assigned by 
Indian gem merchants for this jump in the price of stars 
are that the supply is tending to dwindle, that cutting 
charges are increasing, and that stars continue to be 
popular with the buying public. 

India gets its supplies of sapphires from Burma 
(Mogok), Ceylon and sometimes from Kashmir, where 
the sapphire deposits are worked infrequently because 
of the high altitude. Emeralds are imported into India 
from Brazil and the Soviet Union. 

Bombay’s pearl merchants, far fewer in number than 
in 1929 and 1930, have experienced a revival in export 
demand, mostly from the United States, since the begin- 
ning of 1940. They believe this American interest is due 
both to considerations of fashion and to the closure of 
the Paris market. 

Pearls are generally imported by Bombay merchants 
from Muskat (Oman) and the Bahrein Islands and 
other parts of the Persian Gulf. “The local trade in 
genuine pearls is concentrated in the hands of a few 
wealthy merchants, who import and prepare them for 
sale. They are cleaned, sorted, pierced and strung by 
local dealers who are experts in the selection and valua- 
tion of the pearls. They are sorted according to size, 
color, shape and luster... . 

“The piercing and drilling of the pearls is an impor- 
tant and difficult process, and is done by a class of 
skilled workmen known as ‘vindharas, who follow the 
trade as a family occupation. The pearls are drilled by 
hand with ordinary tools, the smaller sizes and irregu- 
lar shapes being bored with great precision. After drill- 
ing, the pearls are strung temporarily according to qual- 
ity, size, shape and color. Generally, pearls for 
necklaces are strung in graduated sizes, while those in- 
(Please turn to page 73) 
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A GOOD MOTTO FOR YOUR 
DIAMOND DEPARTMENT 


KEEP ’EM 
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T is dangerous to put a large invest- 
ment in a stock of diamonds and 
then do nothing to help move that 

stock. 

You make profits only on the rings 
you sell. All the rest are paper profits. 

There is only one way to keep your 
diamond department on a sound. safe 
and profitable basis KEEP “EM 
MOVING! 

That's why more and more jewelers 
are obtaining the benefits of a Keepsake 
Franchise. They know that the best way 
to keep em moving isto use the Keepsake 
Merchandising System. Then they are 
sure of their profits with no fear of the 
future. 

Keepsake provides its dealers with 
profitable leads received from 39 adver- 
tisements running this Fall in Life. 
Post, 


Saturday Evening Good House- 


GENUINE-REGISTERED 


ee psake 


DIAMOND RINGS 
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MOVING! | 


keeping, Mademoiselle and 12 other 
leading magazines. 

In addition. they receive a complete 
series of attractive newspaper advertise- 
ments, dramatized radio announcements 
and effective direct mail pieces. 

Dramatic window displays. neon signs 
with your store name. traveling displays 
and books on “The Etiquette of the 
Engagement and Wedding” are also 
provided. 

The Certificate of Registration and 
Guarantee and a very effective Counter 
Visual Presentation are sales-clinchers 
that turn shoppers into buvers. 

If you are progressive and ambitious 
to increase- your diamond profits on a 
sound basis, write for full details about 
the Keepsake Merchandising System. 
A limited number of dealerships are 


available. 


MALL 


Keepsake Diamond Rings, 
A. H. Pond Co., Ine. 


214 S. Warren Street, Syracuse, N. Y. 
I’m interested in increasing diamond sales. Tell me 


) . e* 
Keep em moving. 


Store 


ee 


Street and No. . 


City 
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Established 1866 





608 Fifth Avenue, New York 


Cutting Works: Antwerp—48 Rue Simons 
64 West 48th Street London—23 Holborn Viaduct 
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Emerald Cut and Marquise 
DIAMONDS 


ells Star Sapphires 


RUBIES @ STAR RUBIES © SAPPHIRES 
CAT'S EYES @ EMERALDS @ _ PEARLS 


We have a large stock of Precious Stones, — mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 





We are in the market for Diamond Jewelry, and can offer 
good prices on any large pieces which your customers may 
desire to dispose of. 


JEROME RICHHEIMER 


608 FIFTH AVE. NEW YORK 
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INDO-U. S. GEM TRADE NOW DIRECT 


(From page 70) 


tended for bracelets or other ornaments are graded 
temporarily in lots of uniform sizes and qualities. 

“There is no prospect of the establishment of a pearl 
fishery in India, at least for some years to come. How- 
ever, the rearing of pearl oysters in captivity near Kur- 
shadai Islands (South India) with the implied possibil- 
ity of the production of cultured pearls, started by the 
Department of Fisheries of the Government of Madras, 
has been successful and the farm now has some seven- 
year-old oysters. The discovery of a larger bed of oyster- 
lings in 1938-39 resulted in the expansion of the pearl 
farm at the Kurshadai Islands from a laboratory scale 
with a few hundred oysters to a small experimental farm 
on the Japanese model.” 

While the current prices of pearls 
levels of the late ’20s, which is looked on as the peak pe- 
riod, the outlook in Bombay is better than it has been for 


are far below the 


some time. 

“There is at present a complete embargo on the im- 
portation of precious stones and pearls, real and cul- 
tured, into India from all ‘hard currency’ countries. No 
duty is levied on imports of uncut stones from other 
countries. In the case of imports into India of cut pre- 
cious stones from other than ‘hard currency’ countries, 
there is a 5 per cent ad valorem levy. An exception is, 
however, made in the case of Burma... .”’ 

The export of precious stones and pearls to the United 
States from India was free from exchange restrictions 
till March, 1940, when a scheme was introduced to con- 
trol foreign exchange proceeds of exports to the “hard 
currency” countries. Indian exporters of precious stones 
to the United States must now obtain an export certifi 
cate, before the registered parcel is released for trans- 
port. 

The Indian exporter is paid as follows: The con 
signor draws a sight draft in favor of an Indian ex 
change bank, which provides him with the necessary ex 
port certificate. “The draft is made payable to the 
bank’s agents abroad and the parcel is also addressed to 
The bank’s agents instruct the consignee to ex 
If the goods are 


them. 
amine the goods at the custom house. 
approved, the consignee is presented with the sight 
draft, on the payment of which the merchandise is 
handed over to him. The amount, in almost all cases, 
is remitted by telegraphic transfer; and the bank pays 
the consignor after deducting its commission and ex- 
penses. If the consignee does not approve of the goods, 
either because the quality is not to his liking or because 
the price is not attractive, the parcel is returned at the 
consignor’s expense.” 

Some important New York gem importers, however, 
are consigned goods direct and cable payments to the 
consignor, paying postal and insurance costs of rejected 
merchandise. 

“While merchants in Bombay do not expect any strik 
ing changes in the precious stones market in the imme- 
diate future, they are a bit apprehensive regarding the 
post-war status of the ruby market. A Bombay exporter 
of rubies, who has spent more than a decade in Paris, be- 
lieves that there are many private ruby hoards in 
France, especially in Paris, which are sure to flood the 
market when the war is over.” 
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WE carry a complete line of 


Round and fancy shaped Dia- 


monds in all sizes. 


Memorandum selections submitted 
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Advise us of your needs... 
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Indo-American trade will continue even after the war, 
now that direct contact has been established between the 
Indian exporters and the American importers.” 


"APPEARANCE ASSET" SELLS MEN'S JEWELRY 
(From page 53) 


store through playing up masculine jewelry which the 
wife can in turn “sell” to her husband. 


oor 


women’s jewelry pieces which gives an excellent oppor- 
tunity to bring the husband in to look over the merchan- 


dise for himself,’ Mr. 


we think it is just as wise to show men’s jewelry to 
women as to men themselves. 
expensive ring, for example, it is easy to show her a 
man’s ring which harmonizes with it, bringing out the 
appearance factor, and demonstrating to her that mascu- 
line jewelry is not pomposity, but rather a mark of dis- 
criminating taste. It is surprising how many women 
react favorably to this suggestion 
bands to appear at their best, and by adopting our sug- 
gestions, they become better sales helps for the store 
than thousands of dollars in advertising.” 

Occasionally, of course, a woman customer will pooh- 
pooh the suggestion, but for the most part she appreci- 
ates the idea of jewelry for her husband, whether to be 
purchased as gifts or not. When Welhmueller-Hamilton 
carefully “‘plants’’ the suggestion with 
tomer, it can be reasonably confident that 


or so, the husband will come in to look at whatever mer- 


chandise is involved. 


A clever “mechanical touch” has been developed to 
make sure that this conversation with the woman cus- 
tomer “‘sticks’’—otherwise, she is likely to dismiss it 
from her mind. Wehmueller-Hamilton, 
presses firmly upon the woman’s mind the essential value 
of masculine jewelry by the novel plan of correlating 
each piece of jewelry she admires herself with something 
which has an equal appeal or appearance value for men. 

“The woman customer will remember to talk the idea 
over with her husband better if she clearly sees the rela- 
tion,’ Mr. Hamilton stated. 
ample, we never show a wedding ring to man or woman 
without showing the man’s wedding ring. One ring sug- 
gests the other—and consequently, we get both sales.” 

Also, when a bridge ring is shown a woman, 
man’s diamond ring is brought out. When it’s 
lace, a stickpin or tie clasp is “corresponded” with it. 
With a bracelet, Wehmueller-Hamilton shows a man’s 
wrist watch or watch band; with a compact, a man’s cig- 
arette case; with a clip, cuff links, and with a brooch, a 
watch chain or money clasp. 

In every instance, Wehmueller-Hamilton has found it 
wise to show a man’s corresponding piece of jewelry 
with that for his wife—and to so firmly impress upon the 
woman that it will be an asset to her husband that she 
will buy it herself as a gift, or see to it that he visits the 
store. All merchandise in the store has been similarly 





“The consensus of merchants in Bombay is that the 
present American demand falls somewhat short of com- 
pensating for the close of the pre-war markets in Lon- 
don and Paris; however, it is generally believed that this 


rhere is a close relation between many men’s and 


Hamilton said. ‘Consequently, 


When we sell a woman an 


they want their hus- 


within 30 days 


“For the most common ex- 
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arranged for this related-selling theme, which makes it 
simple for the salesman to bring both out at the same 
time. 

In this way, the Wehmueller-Hamilton merchandising 
plan is essentially the idea of “going after’? masculine 
customers both through women, and to the man himself. 
If they're together, so much the better—for example, the 
store sells 80 per cent of its wedding rings accompanied 
by a man’s wedding ring. Each holiday season, Mr. 
Hamilton can count on sales of a score of diamond stick 
pins or rings to women whose husbands did not answer 
to the store’s suggestion—but the wife remembered. 
Finally, it has the very worthwhile effect of planting the 
idea of jewelry-buying among men who possibly never 
considered it before. 

Using direct mail three times a year, Mr. Hamilton 
devotes one mailing to men’s jewelry, again circularizing 
not only men customers but also his women customer list. 
Included are all jewelry items mentioned above, with 
such special merchandise as scapular pins, fraternal em- 
blems and association emblems. With regular windows 
devoted to “appearance” jewelry, and the consistent sug- 
gestion above, this St. Louis jewelry store is remarkable 
for the substantial number of male customers it has 


created. 


YOU CAN COLLECT BAD DEBTS NOW 
(From page 57) 


entire emphasis of the letter was placed upon the moral 
obligation of the debtors. No mention was made of legal 
recourse or legal suit. 

It is significant that almost 25 per cent of the persons 
written to acknowledged their indebtedness and respond- 
ed with some payment, thereby reviving their accounts, 
and giving the merchant full legal recourse against them, 
if necessary. What is more important, several of these 
accounts made payment in full, and with their self re- 
spect again restored are now doing a cash business with 
this merchant—a cash business which they had formerly 
been shamed into taking elsewhere. 

If you are experiencing difficulty in obtaining the 
acknowledgement of old indebtedness from your bad 
accounts, try the use of the “promise to pay’’ invoice, 
the text of which is suggested on page 36. This invoice 
is sent eut to your debtors with a stamped and addressed 
return envelope. In form it resembles a magazine sub- 
scription card. Valuable results have been obtained with 
this form, and it should be definitely used where other 
collection methods have failed. 

Thus, there is a definite salvage value in your over-age 
accounts. Your attorney or collection agency can best 
advise you as to your local legal recourse, but it cer- 
tainly is advisable to take action on these accounts now. 

Another stratagem that has recalled dead accounts 
from the grave is to send a statement deliberately in er 
ror, on the side of larger indebtedness. For example, 
“Statement rendered $25,’ when in reality only $15 is 
owed. Many debtors who have ignored previous duns 
‘all the store’s attention to the “mistake” in the account, 
simultaneously acknowledging the amount they really 
owe and committing themselves to payments. 

Your major attention, of course, should be directed 
to those accounts which are not over-age, but which were 
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Investment in Loveliness 


An atmosphere of distinction and charm 
will pervade your store with displays of 
MIKIMOTO CULTURED PEARLS. To 
the purchaser, they represent an Invest- 
ment in Loveliness. To you, they are an 
opportunity for better business and in- 
creased profits. 


Since 1894 the MIKIMOTO seal on a necklace 
or bracelet has been and shall continue to be a 
safeguard—a guarantee to you and your cus- 
tomers of the highest quality of Cultured Pearls 
—grown: in the living oysters—by MIKIMOTO 
—the originator and inventor of Cultured Pearls. 





If a visit to one of our offices is not 


convenien(—we invite ycur inquiry by mail. 


h. MIhIMOTO, Ine. 


608 Fifth Ave. 
New York 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 
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A GEM PINK DIAMOND OF OVER 


14 CARATS 


A NECKLACE OF IMPOSING NATURAL 
PEARLS OVER 800 GRAINS I X 20,000 


A PAIR OF BLACK NATURAL PEARL 
BUTTONS OVER ONE HUNDRED 
GRAINS 


A FINE EMERALD-CUT WHITE 
DIAMOND OF EIGHTEEN CARATS 


AN EXTRAORDINARY SHERRY- 
COLORED DIAMOND OF ALMOST 
NINE CARATS 


A FINE SQUARE EMERALD OF 
13 CARATS 


A CABACHON SAPPHIRE OF ALMOST 
FIVE HUNDRED CARATS—A MUSEUM 
STONE 


A FINE STAR SAPPHIRE 144 CARATS 
SET IN A DIAMOND CLIP PIN 
A MAGNIFICENT CUT SAPPHIRE OF 
50 CARATS 
Etc., Etc. 


WE ARE INTERESTED IN PURCHASING 
IMPORTANT AND UNUSUAL STONES 
OR MOUNTED ARTICLES 


ASSISTED BY 
MR. ABY COHEN OF LONDON AND PARIS 


620 Fifth Avenue 
New York 





written off due to the financial inability of the debtor to 
make payment. 

With respect to these accounts you should immediately 
make a complete credit investigation. Frequently, the 
simple expediency of checking your city directory will 
give you the latest employment record and address of 
your debtor. 

More often, however, it will be necessary for you to 
obtain a special “trace” or location report from your lo- 
cal Chamber of Commerce Credit Bureau, or from your 
own trade or commercial credit reporting agency. It is 
no exaggeration to state that you will be agreeably sur- 
prised at the number of 1936 and 1937 unemployables 
who are now earning steady incomes. 

Once you have this information in your possession, 
your course of action is simple. 

First, take immediate judgment, if you haven't done 
so already, against all accounts that are approaching the 
limit set by the statute of limitations. Your period of 
protection in many states will thus be increased from six 
to about 20 years. You can consult the foregoing table 
on the statute of limitatiens to find out what your local 
increase in protection will be. Furthermore, by launch- 


| ing legal action, you frequently will prompt the debtor 





to make part or full payment immediately following the 
service of process. 

Second, where your credit information so warrants, 
follow through on your judgments with every legal re- 
course available to you. Garnishment or attachment 
procedures, harsh though they may be, do produce re- 
sults. Remember this: your bad debtor has no respect 


| for any firm which will not enforce payment. He will 


think more highly of you if he sees that you mean busi- 
ness, than if you permit him to get away Scot-free. Bad 
debtors never make future customers. But debtors who 
are forced to pay up, frequently return with new 
business. 

Third, in those cases where harsh measures are not 


| considered advisable, proceed with the collection letter, 


the telephone call and the personal visit. You will find 
that the telephone call produces better results than the 
letter; and that the personal visit, in turn, is more effec 
tive than the telephone call. 

Above all, don’t hesitate! Don’t let the false economy 
of saving money on credit reports ham-string a collection 
procedure which is producing results for others. The 
men who owe you money are working for the first time 


| in years. They are even buying jewelry from other deal- 














ers and are paying cash because they are ashamed to 


| come back to you. They can and they will pay you if 


you adopt modern collection technique. 

So, open up those ledgers of 1936 and 1937. Wipe the 
dust off the covers. Turn the pages to your profit and 
loss columns. There’s gold in those ledgers. Gold for 
the finding. 


WIN EYES FOR JEWELERS' WINDOWS. 
(From page 59) 
ish a secret yen to dig pirate gold, the scene reconstructs. 
a sandy beach, with gems and jewels gleaming in the 
light of the moon. 
Here the background is dark blue, the color of the 
midnight sky. The moon is a large circle of yellow 
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Flashing, flaming fascinating Opals. 
Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 





Why let the uncertainty of present conditions hamper 5 
your business when you can always get a full supply of 
Opals in all shapes and sizes. For the past twenty-five 
years we have been cutting our Opals in this country and 
we are always ready to serve you. 


_ DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY 
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MADE IN TWO SIZES 


There is a call for patriotic jewelry 
of the better grade. 

We have met that demand by pre- 
senting a jewel that emphasizes the de- 
sire for victory and satisfies the dis- 
criminating wearer. 

Oriental cultured pearl jewelry is 
guaranteed permanently and is 14 
Karat gold. 


Write for a selection. 


CU, Christie BAC ue. 
oNaieau Loreet CNedé York. 


55 EAST WASHINGTON ST., CHICAGO 














cardboard mounted against the background. Stone-set 
bracelets are likewise attached to the background to sim- 
ulate moonbeams. 

A beach dune, cut out of cardboard, is the other prin- 
cipal prop, its base slanting across the floor, its top lean- 
ing against the background directly under the moon. 
Holes are cut in the dune for metal-bound wooden chests 
to come through, so placed that their backs seem to be 
deeper in the sand than their fronts. Jewelry of all sorts 
spills from the chests, down the sand, and is also placed 
on five or six yellow paper discs on the brown floor. 

The rich appearance will be heightened if the moon 
and the discs are covered with yellow velvet, and the 
dune with sandcloth. 

Same idea works for silverware as well as jewelry. 
Here knives and forks would be arranged against the 
background, like rays from the moon, chests of silver and 
flatware are shown on the dune, and examples of hollow- 


ware are posed on the dises. 


‘FORGET CITY,’ SAYS SUBURBAN JEWELER 
(From page 49) 


The Diesinger store, of course, also uses school, Christ 
mas and other seasonal windows as do city stores. 

An informal air is necessary in the suburban jewelry 
establishment, Mr. Diesinger believes, to keep the place 
in harmony with the mood of its patrons. 

“The suburban store should be more or less like a re 
sort store,” he said. “The decorations should be light 
and airy, not heavy and ponderous. The place should 
have light paints. Our store is done in pastel shades. 
The ceiling is platinum, the walls rose and the cases are 
finished in natural wood. 

“Our people even dress informally, the girls some- 
times wearing sports clothes to be in keeping with the 
clothes worn by most of our customers.” 

Diesinger’s has found it especially profitable in its 
suburban location to engage local help and recommends 
the procedure to jewelers in similar communities. Two 
young women familiar with the people of Ardmore and 
the Main Line are members of the sales staff. They not 
only bring in a large volume of business through per- 
sonal contact, but help to develop a friendly atmosphere 
in the store and to spread its reputation through other 
social sets. 

Frequently, friends of the two employees drop in 
simply to chat. During the day the girls constantly 
must interrupt their work to wave to passersby on the 
street. That’s exactly what the firm wants and is trying 
to encourage. 

As for advertising, Diesinger’s, realizing the value of 
hometown news to people blanketed by metropolitan 
newspaper circulation, uses Main Line newspapers ex- 
clusively. Ninety per cent of the reading matter and ad- 
vertising in these journals is of local interest and that’s 
where this store wants its name to appear. 

“The suburban jeweler doesn’t have to worry about 
what the city jeweler is doing,” Mr. Diesinger asserted. 
“It’s what the suburbanite is doing that should interest 
him. Even though the suburban resident works in the 
city he has a community spirit about his home town 
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which is highly active and upon which the locai jeweler 
can build his business.” 

A veteran of 35 years in the industry, Mr. Diesinger 
is a son of the late Charles Diesinger who was one of the 
early merchants on Sansom St., Philadelphia’s “Maiden 
Lane.” For the last 13 years the firm has maintained its 
city office, show room and shop on the fourth floor at 
1420 Walnut St., Philadelphia. 

The Ardmore store was opened in August, 1939, and 
now accounts for a substantial part of the company’s 
income. Its staff includes four full-time employees. 
This force is augmented by employees from the Phila 
delphia establishment in rush seasons. 

Mr. Diesinger found that the first problem confront- 
ing him as a suburban merchant was building confidence, 
but this hurdle has been negotiated. Now that a substan- 
tial business has been built up in lower-priced lines, the 
store anticipates the future with hopes of increasing its 


sales of diamonds and other more expensive items. 


ADS FEATURE BROWN DIAMONDS FOR MEN 


Brown diamonds for men, new jewelry vogue recently 
endorsed by the Merchant Tailors and Designers Asso- 
ciation of America, are being featured this fall and 
winter in a new series of full-page advertisements in the 
New Yorker magazine by De Beers Consolidated Mines, 
Ltd. 

Designed to open up a completely new market for 
diamond sales among well-dressed gentlemen, the adver 
diamond 


tisements are illustrated in color with brown 


This is how 
De Beers is 
advertising 
men's jewelry 
se? with brown 
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rings, cuff-links, watches, cigarette cases, and evening 
studs in new designs by leading New York jewelers. 
They are believed to be the first national magazine ad- 
vertising of diamond jewelry for men in the history of 
the jewelry business. They are being prepared by N. W. 
Ayer & Son, the advertising agency which handles all 
De Beers advertising in this country. 

The first advertisement, appearing in the Sept. 20 
issue of the New Yorker, features a ring, watch, and 
studs and links for evening wear by Cartier. Other 
jewelers whose merchandise will appear in subsequent 
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issues include Paul Flato, Raymond Yard, Edmund 
Vrisch, and Udall & Ballou. 

As current stocks of ready-made brown diamond jew- 
elry are limited, the jewelry is offered, in many cases, 
as custom-made. The brown diamond ring, to be stressed 





















































in a number of the advertisements, is presented as bring- 
ing a new note of individuality to the dress of the modern 
gentleman. 

Brown diamond jewelry for men was introduced last 
spring at the annual fashion show of the Merchant Tai- 
lors and Designers Association, which sponsored a series 
of men’s woolens in ‘diamond brown” shades. These 
shades, ranging like the stones, from champagne to cog 
nac, are also a feature of the men’s style picture this 
fall. 

With the appearance of the first advertisement, Knox, 
nationally known hatter, and F. R. Tripler & Co., promi- 
nent New York men’s clothier, both installed window 
displays of “diamond brown” hats and brown diamond 
jewels. Similar displays can be arranged to mutual ad- 
vantage by progressive jewelers and men’s clothiers in 
other cities. 

The brown diamond campaign in the New Yorker is 
in addition to the regular series of De Beers advertise- 
ments of diamonds for women, which will continue to 
appear in the Saturday Evening Post, Life, Ladies” 
Home Journal, Time, Vogue, and Harper’s Bazaar. The 
New Yorker advertisements will appear at the rate of 
one or two a month from now until spring. 


PLAN A HOLIDAY NEWSPAPER SECTION 
(From page 55) 
Smithers Bros. imports perfect blue-whites from its pri 
vate mine in South Africa. 

Jewelers contemplating a special “Jewelry Gifts for 
Christmas” section in their own newspaper this Novem 
ber should: 

(1) Appoint a small, active committee of three or 
four members to interest the greatest number of local 
jewelers—cash or credit, big or small—and department 
stores as well, in the section. 

(2) Consult with the newspaper’s advertising man 
ager, who will cooperate in every way. 

(3) Compile the facts, lore and history of watches, 
gems, silverware, clocks, jewelry, etc., to help the news 
paper’s reporters with the “news” side of the section. 

(4) And maybe this should have been the first point, 
get started now, so that the special section can be tops. 
in every detail, when it rolls off the press the first Sun 
day after Thanksgiving. 


DIAMOND WORKERS' PAY UP 17%, 


Prices of diamond “sizes’’ took another turn upward 
last month, due to a wage increase of 17 per cent won by 
diamond cutters and polishers, signed Sept. 19 but retro- 
active to Sept. 1. 

The new contract covers a six-month period and ex 
pires Feb. 28, 1942. Six months ago diamond workers’ 

ages were increased by 35 per cent, so now they have 

won two pay boosts within half a year, making them 
without doubt the highest paid group of skilled workers 
in America’s labor history. 

Originally the diamond workers had asked for an addi- 
tional wage of 35 per cent, effective Sept. 1. During 
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prolonged negotiations between the United Diamond 
Manufacturers Association, whose labor committee has 
George Fine of Max Fine & Sons as secretary, and the 
Diamond Workers Protective Association of America 
(AFL), the workers dropped their demands to 25 per 
cent, and finally compromised for 17 per cent. 

Journeymen diamond workers are paid on a production 
basis, determined by the performance of the cutter or 
polisher. Though there are no “base wages” or particu- 
lar classes of journeymen, a worker of average ability 
formerly earned between $100 and $140 for a 35-hour 
week; such mechanics now will receive $117 to $163. 
with the new increase. A few exceptionally able oper- 
ators have been earning more than $200 a week, and 
these, of course, will be advanced to $235 or more. 

Between 500 and 600 diamond workers are members 
of the union. Approximately 50 shops have membership 
in the employers’ organization. 

The ratio of labor cost to the wholesale price of a 
diamond varies inversely with the size and the quality 
of the stone; the smaller the stone and its intrinsic 
worth, the higher the proportion of labor in its selling 


price. 


NEW DIAMOND WINDOW DISPLAY 


Outstanding in the De Beers Consolidated Mines pro- 
motion material is a new diamond window display de- 
signed especially to put the influence and pulling power 
of the national advertising to work for the retailer. 
Through this display the jeweler will be enabled to put 
his own merchandise practically into the four-color 
national advertisements. 

The display consists of a rich, green velvet frame 
surrounding an advertisement, from which glows a full 
color illuminated Kodachrome miniature. Spilling out 


This handsome win- 
dow display, carry- 
ing De Beers Con- 
solidated Mines, 
Ltd., diamond ad- 
vertisements, and 
providing exhibit 
space for the jewel- 
er's own merchan- 
dise, is now avail- 
able to the retail 
trade. 





of the bottom of the frame is a crimson velvet setting 
for the jeweler’s display of his own diamond merchan- 
dise. The entire frame measures 19 by 22 inches. 

A portfolio, soon to be mailed to retail jewelers, will 
contain additional information about the window dis- 
play. Other promotion material, also to be described 
in the portfolio, will include radio recordings (many of 
which will be appropriate for Christmas selling), and 
a series of advertisements in mat form. Information 
and costs can also be obtained direct from The Reuben 
H. Donnelley Corp. (Diamond Promotion Dept.), 305 
FE. 45th St., New York. 
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The new promotion material is part of an expanded 
program for the third year of the De Beers diamond 
promotion campaign. The advertising, handled as in 
the past by N. W. Ayer & Son, Inc., advertising agents, 
is designed to reach a larger audience than in either of 
the previous years. It will consist of full-page, four- 
color advertisements in Saturday Evening Post, Life, 
Time, Vogue, Harper’s Bazaar, the Ladies’ Home Jour- 


nal, and The New Yorker. 


JEWELER TIES IN WITH BEAUTY PAGEANT 


Mrs. Luella Koons, promotional minded proprietor of 
Koons’ jewelry store, in Atlantic City, took advantage 
of the tremendous amount of publicity given the annual 
Miss America Beauty Contest which was held in that 
city last month by tying up directly with the famous 
event. 

With news photographers’ flashbulbs popping and 
newsreels clicking, Mrs. Koons, in cooperation with the 


Time for American beauty. Here are "Miss America 1941," center, 

and the second and third prize winners in Atlantic City's annual 

beauty contest, each given a watch by Luella Koons, Atlantic City 
jeweler. 


Bulova Watch Co., presented each of the “Miss Amer- 
ica’ contestants with a Bulova “Miss America’ wrist 
watch—a most appropriate gift for the occasion. 

All of the watches which were to be given to the con 
testants, along with pictures of the girls, and appropri 
ate copy, had been on display in Mrs. Koons’ window 
for a week previous to the actual presentations, thus get- 
ting maximum value from the tie-up. The stunt proved 
an attention-getter in pageant-minded Atlantic City and 
created favorable notice for the Koons store. 

Above are pictured (center) the new “Miss America, 
1941,” Rosemary LaPlanche, of Hollywood, Cal.; 
(right), the second prize winner, Miss Western Penn- 
svlvania, and (left) Miss Washington, D. C., who took 


third honors; admiring their new watches. 
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TAX QUESTIONS AND ANSWERS 


(From page 51) 


in his sales total, he pays one-tenth, or ten per cent on 


those net sales. 


Q. What records must the jeweler keep? 
A. No set forms are prescribed. The jeweler may keep 
his records in whatever manner he desires, provided only 
that he can prove from them that his tax report is cor- 


rect, if he is called upon to do so. 


Q. Will he get a bill from the government on his 
report? 
A. No, he must make his payment with the report on 


sales made. 


Q. Does the tax apply only to sales by jewelry 


stores P 
A. No. The retail sale of any article in the list is tax- 
able, no matter by whom or what kind of store the sale 


is made. 


Q. Will army post exchanges, and navy stores be 
subject to the tax the same as any other stores? 


A, Yes. 


Q. Will sales at retail by manufacturers, import- 
ers and wholesalers be taxed? 


A, Yes. 


Q. In the case of sales by industrial catalog houses, 
will the catalog house, or the employer through 
whom the goods are bought, be considered the 
retail seller and required to pay the tax? 

A. The catalog house, 
over to the employee at cost. 
to the employee at a higher price, 
considered the retailer. 


if the employer turns the article 
If the employer re-sells 
then the employer is 


Q. Is there a “floor tax” on inventories now on 


hand P 


A. No. 
made. The Senate had amended the bill to make it a 
15 per cent tax upon sales by manufacturers, producers 


The tax applies only to retail sales as they are 


and importers, with a 15 per cen tax on all goods in 
the hands of retailers or wholesalers on Oct. 1, but the 
conference committee of the House and Senate rejected 
this amendment, and reinstated the original provision 
for a 10 per cent tax on retail sales, with no floor tax. 


Q. Does the retail jewelry tax apply to everything 
sold by the jewelry store? 
A. No. 


articles specifically listed. On certain goods sold by many 


The tax on retail sales is collected only on the 


jewelers, including radios, electric appliances, luggage, 


sporting goods, cameras and photographic appliances, 


phonographs and records, and musical instruments, an 
other section of the new revenue law places a tax of 
10 per cent on manufacturers’ sales. The retailer will 
pay this tax when he buys the goods, and presumably 
include it in computing his selling price, but no further 
tax has to be collected or paid on the retail sale of these 
Stationery, china, glassware, and gift and art 
wares made of pottery, glass, leather, or any materials 


items. 
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Genuine “Trublak” 


O08 2.03 2a 2.0.28) 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 
Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. |. 


VWinimum quantity required per size 


and shape ... 300 pieces. 


NO JOBBING ... NO RECUTTING 





other than precious metals or imitations of them, are not 
subjected under the new law to any tax at any point. 


Q. Is costume jewelry taxable if it is made of such 
materials as plastics, wood, shell, bone, or other 
things which are not and do not imitate precious 
metals P 

A. Yes. All articles commonly referred to as jewelry 
are subject to the tax regardless of their value or the 
materials of which they are made. 


Q. Are compacts, cigarette cases, and cigarette 
lighters subject to the tax? 


A. Yes. 


Q. Are watch parts (less than a complete move- 
ment) taxable? 


A. No. 


Q. Is there any tax on watch repairs? 

A. No, not unless the repair consists of replacing an 
entire movement or the entire case. In that event there 
would be a tax on the value of the movement or the case 
used in the repair, but not on the labor of installing it. 
The law says the tax applies to watches, or cases or 
movements therefor, but does not apply to parts, nor to 


labor. 


Q. Is there a tax on remounting or repairing 
jewelry? 

A. There is no tax on the labor cost involved in a 
jewelry repair, but if the repair includes the furnishing 
of stones or new mountings, there is a tax on the value 


of the items that are used in the repair. 


Q. Is there a tax on engraving P 

A. If the engraving is simply a job on an article already 
owned by the customer, it is not taxable. In the case of 
a new article bought and ordered engraved, if the en- 
graving charge is lumped with the price of the goods in 
the bill to the customer it would probably be considered 
part of the selling price, and therefore taxable. 

If it is charged as a separate item and shown sepa 
rately on the bill or sales slip, probably a good case 
could be made for exempting it. Tax officials were hesi 
tant to make a positive statement on this point. 


Q. Will china and glassware which is banded or 
otherwise ornamented with gold or silver be sub- 
ject to the retail tax? 

A. No, not unless the gold or silver banding or orna- 
mentation consists of actual metal. Although the law 
says “articles made of or ornamented with precious 
metals or imitations thereof,” which strictly speaking 
might include china and glassware decorated with gold 
or silver paint, the tax officials say that gold and silver 
paint are not considered as imitations of gold or silver 


for the purpose of this tax. 


Q. The new act taxes opera glasses and binocu- 
lars. What about telescopes, microscopes, etc. ? 


A. Telescopes, microscopes and similar optical instru- 
ments are not subject to the retail jewelry tax, but are 
included in another section of the new revenue act under 
manufacturers’ excise taxes, The jeweler who buys a 


microscope either for re-sale or for his own use, will 
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pay a tax of 10 per cent of its cost when he buys it. 
No further taxes are then charged upon it. 


Q. May the retailer absorb the retail tax? 


A. No. The law specifically forbids anyone to even 
represent in any way that the tax is not paid by the re- 


tail customer. 


Q. Must the tax be shown as a separate item or 
may it be included in the price tag of the article? 


A. The tax may be included in the price without being 
shown separately. In paragraph C, under Section 2403, 
are the following words: —‘‘the amount of the tax im 
posed by this chapter, whether or not it is stated as a 
separate charge.” 


Q. If the tax is included in the price of the goods, 
does the jeweler pay 10 per cent of that total price 
as the tax? 


A. No. The law specifically says that in determining 
the price on which the tax is computed, the tax itself 
is to be excluded, even though for selling purposes it 
is made a part of the total selling price. Therefore, 
if the jeweler includes the tax in his price tags, he 
remits to the U. S. Treasury only one-eleventh of the 


total selling price instead of one-tenth. 


Q. If the tax is included in the price of the article 
must that fact be shown on the price tag, as for 
example, by adding the words “including Federal 
tax” P 


A. Tax officials say no, basing their statement on the 
point that while the law forbids a merchant to represent 
that he is not charging a tax, it does not specifically say 
that he must show that a tax is being charged. 
However, we understand that most if not all manu 
facturers who are repricing their goods to include the 
tax, are including in the tag some such phrase as “Fed 


eral tax included,’ following the price. 


Q. How is the tax handled in the case of install- 
ment sales? 


A. When the sale is made in the form of a lease, a con 
ditional sale contract, or a contract under which the 
buyer does not receive title to the article till it is fully 
paid for, the tax is due and payable only as the install 
ments are paid. 

For example, if a credit jeweler sells a diamond ring 
for $110, of which $10 is the tax, neither he nor the 
customer would be required to advance the $10 at the 
time of making the sale. Instead, one eleventh of each 
installment would be considered as a tax payment and 
reported and remitted accordingly. However, if any 
jeweler should prefer to*pay the tax in a lump sum at 
the time of making the sale, in order to avoid extra book 


keeping, he will be permitted to do so. 


Q. Is there a tax on installments paid after Oct. 1 
if the sale was made before that date? 


A. No, not if the goods were delivered and a part of 


(Please turn to page 96) 
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ore aude peel 


For those who buy the finest 


metals have no equal in sales appeal. 


New 
Chicago, 


Offices 
York, 630 Fifth Ave. 
35 East Wacker Drive 


Nth 


. Wadsworth Watch 


Cases with their superb craftsmanship in precious 




















FULMER & GIBBONS, INC. 





CREATORS 





OF THE UNUSUAL IN 


“0 Thing of Bovaty DIAMOND JEWELRY 
Is a Joy Forever!*’ 


“The Proud Peacock", beautifully enameled rhine- 
f stone and jeweled combination peacock pin, illustrated 

in actual size, is set with all finest quality rhinestones. 2 14-21 8 SOUTH 12TH STREET 
The tailspread features gem stones for contrast, and 


they are available in all leading jewel colors. Retails PHILADELPHIA PA 
A, ° 











ot $10. 
f 
H. M. Schrager & Co., Inc. 
303 5th Ave., New York City — 36 S. State St., Chicago 
Samples furnished to responsible firms. Write New York Office 




















Jewels That ee Wee Pe a 


Vet Coal Kut 1 rifle!|} | $5000.00 REWARD 


The jewelry listed below was stolen during the com- 
mission of a telony on August 30th, 1941, at Oid 
Westbury, L. I., N. ° 

The above reward is offered for the recovery of this 
property and the arrest and conviction of the thief 
or thieves, or any person criminally receiving or 
withholding such property or any part thereof. 





LADY’S WATCH, (4 kt. yellow gold rectangular, wrist watch on mesh 
band, copper dial, Roman mixed numerals, Omega movement, no case 
or movement number—Scratch 7W2-2-2280. ; 
CIGARETTE BOX, 14 kt. gold and ruby, barley corn engine turning, 
containing {2 rubies weighing 1.30 cts. Scratch 219360. 

PEARL NECKLACE, containing 81 graduated pearls weighing 363.56 
grains. Platinum clasn containing | marquise diamond weighing .67 
ets. Clasp seratch 22256. 

SMALLER STRING OF PEARLS, Tiffany & Company. 

SMALL PEARL CHAIN, Tiffany & Company. 

ONE PAIR EARRINGS, pearl and diamond, peg set, small brilliant 
top in claws of platinum, containing 2 button pearls weighing 16.60 
grains and 16.44 grains respectively, scratch 2779. 

CLIP BROOCH, platinum diamond combination clip brooch, contain- 
ing 276 round diamonds, 21.57 cts., 8 sapphires 2.86 cts. 
BRACELET, nlatinum diamond bracelet flexible containing 5 square 
diamonds, 5.50 cts., 12 pentagon diamonds, 3.02 cts., 42 baguette dia- 
monds, 5.20 cts., 276 round diamonds, 26.04 cts. Tiffany & Co. 
Scratch 27823. 

LADY’S RING, | pearl, small diamonds on shank. (Paris) 

LADY’S RING, platinum, containing single oblong emerald cut dia- 
mond 12.43 cts., 10 square diamonds in mounting .32 cts., diamond 
24-66257 Tiffany & Co. Scratch 214397. 

LADY'S RING, platinum, containing single cushion shape sapphire 
20.27 cts., set in clamps, 14 brilliants in setting, | point each and 8 
square emerald cut diamonds 1.11 ets., 4 in each side of shank. Tiffany 
Seratch £23265. 

LADY’S RING, platinum, | carved ruby 16.18 ets., 24 square dia- 
monds .43 cts., 8 baguette diamonds, .68 cts., 27 square rubies 2.64 cts. 
LADY’S RING, platinum, | oblong cut corner aquamarine, 34.79 cts., 
8 baguettes, .69 cts., 12 square .24 ects. and 2 round diamonds, .20 cts 
Scratch 7350. 








La — amount of reward offered is Five Thou- 

sand Dollars ($5000.00) and in the event that onty 

A LARGE SELECTION OF FINEST CUT IMPORTED STONES— > » , ; De re WwW e 
NECKLACES, BRACELETS, PINS, BOWKNOTS, COAT SPRAYS wi noe oe ee See 
TO RETAIL FROM $2 TO $20. gil 

IUustrated Bowknot Retails at $8; Rhinestone and Jeweled Festoon, $5. THIS OFFER EXPIRES ON MARCH Ist, 1942 


MEMO SELECTION SENT ON REQUEST 





Communicate all information to 


DAVID GRAD C0. ere ee Jewelry S& C ompacls ALBERT R. LEE & CO., Ine. HAROLD R. KING 





j 90 John Street OR Inspector, Nassau Co. Police 
NEW YORK OFFICE & SHOW ROOM CHICAGO SHOW ROOIM New York City Mineola, Long Island 
303 Fi'th Avenue 920 Merchandise Mart Telephone: BEekman 3-0280 Phone: Garden City 1000 
Murray Hill 4-5661 Delaware 5130 
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BROCK & CO. GETS MODERN LIGHTING 


A completely new lighting system has been installed 
n the store of Brock & Co., Los Angeles, with the pleas 
ng effect shown in the accompanying photograph. 

Before—Using lights installed in 1920, the spacious 
ind impressive interior of Brock & Co. presented a dark 
ind shadowy appearance. Pendant fixtures, suspended 
n the center of the aisle utilized a large number of low 
wattage lamps; sinall counter-type portable reflectors 
provided lighting for the examination of jewelry, and a 
tew incandescent lamps behind diffusing glass panels 
illuminated the wall cases at low levels. 

Now—An inviting, sales-stimulating transformation 
has resulted from the installation of modern, scientifical 
ly correct lighting. 

Hollophane lenses, partly recessed in the ceiling, fol- 
low the lines of the counter arrangement. Fitted with 


ee 


Interior of Brock & Co. store, after installation of "light that's right." 


200- and 300-watt filament lamps, these units provide 
uniform illumination at the point-of-sale and plenty of 
sparkle for the jewelry. 

Several general-lighting lens plates illuminate the 
aisle. A triple row of daylight and white fluorescent 
lamps, in indirect coves on top of the wall cases, provide 
additional general illumination and enhance the murals. 
Double rows of daylight and white fluorescent lamps. 
concealed inside the top of the wall and island cases. 
are effective in displaying silver and other large mer 
chandise. 

At the diamond counters, Century projector units di 
rect light through small holes in the ceiling to add bril 


liance. 


Time To Be thinking seriously of displays for Christ 
mas! Last year, Altman’s, New York, developed an ef 
fective window of stark simplicity. The store stood 
real small Christmas trees in the window and hung 
Jewelry right on the branches. Not a single wrapping 
or ribbon—just the trees and the jewelry. Effective! 
So, too, such a card as, “Rich and rare were the gems 


she wore.” 


Coinciding with the wave of patriotism which has 
swept the country, the J. J. Smith jewelry store, Janes 
ville, Wis., has been giving away American flags for 


motorists’ windshields. 
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SHERMAN TWO. 
TONE WEDDING 
RINGS white center . 
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around the ring. 
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Cherman & Lo. 
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LOVE RINGS 

















UNIBRA 
TRADING CORPORATION 


Brazilian Semi-Precious 
Stones 


Topazes. Amethysts 
Aquamarines. Beryls 


Tourmalines 


10 Rockefeller Plaza 
NEW YORK 


COlumbus 5-0999 
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"Tell all" is the theme of one school of modern advertising. This series, that told 
all about why a budget housekeeper, a secretary, a career girl needs sterling 
silver, boosted Granat Bros.’ sterling flatware volume 300 per cent. You can read 
the copy, shown here in great reduction, if you use a loupe—and it's worth reading. 


Price—the “Least Reason’ 


by ALLEN R. CARTER 


HEN a series of quarter-page silverware adver l'rom that vantage point, therefore, vou can begin to lay 
tisements will increase an already good volume down the guiding lines for building successful retail 
by 300 per cent, when a single full-page ad will con jewelry advertising.” 
tinue to develop several hundred dollars’ worth of busi- There are 20 reasons why the retail jeweler should 
ness five months after it is run, and when customers advertise—and almost as many points he should check 
come in every day with the comment, “I saw it in the about his advertising—and not one of them has anything 
paper,’ then Granat Bros., of San Francisco, suspect to do with price. That is the first guiding line that has 
they've been on the right track in their newspaper pro been laid down for Granat advertising. 
motions. A hard one to swallow in these days of borax, Mr. 
For the past five years Granat Bros. have been build Schaefer admits, but once the jeweler permits scream- 
ing their advertising. That, William G. Schaefer, adver ing black price figures to become a focal point in any 
tising manager, says, is responsible for the above figures. single advertisement then he has destroyed the effects 
“It is impossible,” he continues, “to extract any single created by careful planning around the merchandising 
factor and say ‘this is the one that does the job.” Our and promotion of silverware or jewelry as it really is 
most recent campaign which increased silverware sales America’s leading repository of romance and sentiment. 
three times over did a job not only because it was a good This does not mean that Granat Bros. are “high- 
campaign in itself but because it was based on preceding toned,” depending only on the topflight trade; the fact 
campaigns. that Judy O'Grady as well as the Colonel’s Lady patron 
“We are now beginning a watch campaign which ap izes this jeweler was borne out in a survey in which th: 
proaches the job from a slightly different viewpoint than low-income groups had the same percentage as the high- 
any yet taken by the trade heretofore and we confi income San Franciscans. 
dently expect that this, too, will do a big job in building What, then, is the answer to the borax-type of price- 
up the watch departments in our two San Francisco advertising as this store makes it? 
stores—and in Oakland if we launch the campaign The answer is divided into two parts which tell the 
across the bay. But again this will be based on the fact story of volume sales handled in a dignified way. The 
that the silverware campaign was successful, adding new first part: Value-promotion when there is a reason for 
customers to the books, which was successful because of offering a down-to-earth legitimate value. 
previous campaigns, and so on back. The example: A recent Dollar-Day held by the mer- 
“In short, every campaign must be viewed as an inte chants of the Mission District where one of the two San 
gral part of what has gone before and what is to follow. I’rancisco stores is located. Granat Bros. tied in by tak- 
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Here are the two patterns which are boosting bridal business to a new high. MODERN VICTORIAN for those who 





prefer a pattern with just a little decoration ... AMERICAN VICTORIAN for those who like silver gorgeously rich. Both 
are outstanding in grace of line and jewel-like beauty. Both are being nationally advertised in Vogue, Harper’s Bazaar, 


House & Garden, Mademoiselle, House Beautiful and Bride’s magazines. Feature these two stunning sister-patterns in 





your windows and in your newspaper advertising and watch your Sterling business climb! It’s a Victorian year! 





LUNT SILVERSMITHS *« A Direct Heritage of Fine Silversmithing for over 250 years » GREENFIELD, MASSACHUSETTS 











MW thip — 


Above—This message is at 
slanted to wives who Paiiey, ac 

J AS ° 
have always wanted Pre stale Min; 
sterling but thought tr a pa, i tad ry 


they couldn't afford it. 
Right—Granat advertis- 
ing ‘‘merchandises ro- 
mance" with finely dec- 
orated script lettering 
and well-chosen type 
faces and sharp lines to 
produce "clean copy.” 





ing a full-page advertisement in which they offered an 
assortment of 18 glasses for $1. 

“We didn’t make any money on them,” Schaefer ex 
plains, “but we rang up over 1500 sales in the one store 
in one day. On the other hand, we lost no money and we 
struck a blow for legitimate business.” 

Granat’s customers received a real buy, Granat’s made 
1500 contacts at no cost, Granat did not cheapen the 
store or its merchandise because the promotion was in 
the nature of an area-wide event which, instead of 
smacking of the “great sacrifice, prices slashed” type of 
ruinous activity, definitely increased the prestige of the 
store. If, however, the store had come out with such a 
promotion for no reason at all or if the item had been 
one customarily handled by the store, then the event 
would not have been “merchandising but murder,” 
Schaefer draws the distinction, ‘‘and the victims would 
have been ourselves and the jewelry business !”’ 

The second part of the answer: Price-promotion when 
it is possible to tie in that all-pervading element with 
which Granat advertising is saturated—romance, senti 
ment, human feelings. 

The example: A recent one-pattern promotion that 
has sold several thousands of dollars’ worth of the one 
pattern of silver. Granat Bros. tied in feeling with price 
by selecting an inactive pattern and gaining the manu- 


‘90 


facturer’s permission to re-christen it “Early San Fran- 
cisco.” 

A full page was taken to introduce the pattern. A pic 
ture of one of the city’s earliest landmarks was espe 
cially copied by a local artist and used to recreate the 
feeling of the “bonanza days” of opulence and magnifi- 
cence. A price, yes; in a single black line near the top 
of copy the jeweler offered ‘“‘a saving of $35.75." And 
the first paragraph pointed out that the pattern sold for 
$88 but that now Granat’s was reintroducing it at a spe- 
cial price of $52.25 for a 30-piece service for six. 

“We did make money on this—and lots of it,” 
Schaefer contrasts the second point with his first, “but 
on the other hand, we lost no prestige; in fact, from the 
response which included some of the best families of 
San Francisco it can be stated definitely that we gained 
prestige and standing.” 

The feeling which people have for their community is 
one of the most important assets upon which local mer 
chants can draw for promotional material, Schaefer con- 
tinued. Properly presented, the atmospheric effect of 
the early days can go far toward building up the local 
jeweler’s prestige among every class of the population 
and thus affords unique possibilities for ‘floating’ any 
particular price-type promotion without tearing down 
the general merchandising structure—in fact, laying an- 
other brick in building it as this type is doing for 
Granat’s. 

Still another part of the total picture which Granat’s 
is building is that which directs newspaper promotions 
toward certain defined sections of the population while 
still retaining interest for the total body of readers. 

The just-concluded silverware campaign is a good ex- 
ample of this check-point in laying down a guiding line 

(Please turn to page 106) 


Romance and sentiment (here derived from 
19th century San Francisco) are dominant even 
in Granat Bros.’ price promotion advertising. 
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These three exquisite NEW sterling silver patterns are making history for their 
creator—Reed & Barton—and for the jewelers of America who are featuring 
the appealing designs. Dramatic full-page advertisements in nine top-flight 
mass and class-market magazines plus exclusive, colorful display material are 
pushing all three patterns toward sales history, too. 


Avail yourself of this unique, profit-making opportunity by featuring Reed & 
Barton Sterling Silver in your store. 
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STERLING SILVER 
TAUNT@Be 2 MASSACRUSETTS 
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@ They won't have 
trouble reading tele- 
phone numbers with 
this handy glass 
mounted in 14 K yel- 
low gold. From Clif- 
ford A. Miller & Co., 
Inc., New York. $20. 


@ Longines-Wittnauer Watch Co. is now distrib- 
uting the new Le Coultre "Baton" clocks, mount- 
ing a 16-j. 8-day movement in a solid block of 
Lucite, in crystal or various jewel colors. In 
square and spherical forms. $37.50 to $39.50. 


@ Leys, Christie & Co., New York, 
combines cultured pearls and |4 K 
gold in the attractive "V for Victory" 
pin pictured below. In two sizes, to 
retail at approximately $20 to $25. 


@''Oh, Daddy!" 
Here's the pin com- 
plete with ring, fur 
coat, champagne 
and car, made by 
Kaye Jordan Co., 
Providence, in gold 
finish. Sells at $1. 





@ Beneath the top of this sig- 
net ring, by Remembrance 
Ring Co., New York, is a Mi- 
raculous medal. Rings, sized 
for both men and women, have 
various applied gold enameled 
military emblems on the shanks. 





@ Either Miraculous or St. Chris- 

topher medal is available with 

Army or Navy insignia on this 

identification medal made _ by 

Irons & Russell Co., Providence. 

Sterling, $1.95; 1/20 12 K G.F., 
$2.40. 











@ "Silver Flutes" is the appropri- 
ate name of Towle Mfg. Co.'s ex- 





quisite new pattern in sterling sil- ®A soldier's gift to his sweetheart—Jacques Kreisler 
ver, which is titled after its subtle, Mfg. Corp. presents this bracelet consisting of six 
fluted border ornamentation. sterling silver discs, each bearing a military motif. $7.95. 
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Today’s Market Calls 
For Revised Thinking 


by THE OBSERVER 


ITH the Federal Reserve going goofy attempting 

to ascertain why there’s so much cash in circu 
lation, it behooves the jeweler to get his share of it while 
the getting’s good. 

Do you realize there's 22 per cent more money burn 
ing people’s pockets today than a year ago, and that it’s 
double the amount loose even in “‘good old °29?” Yes, 
sir, there’s about ten billion in the hands of the public 
and it doesn’t stay put in any one place very long. When 
people take that “here today and gone tomorrow’ atti 
tude, the wise man begins to do some farsighted planning 
not only for today but for the period of a few years 
hence. 

Here are a few points to keep in mind when you do 
your planning: 

Nineteen-thirty-two’s lowest marriage record in Ameri 
ca’s history of 7.9 per 1,000, which jumped last year to 
11.8, keeps leaping in kangaroo hops to an all-time high. 
Does that mean something to you? 

A mid-summer 1941 survey of 18 defense industry 
cities shows a first six months jump averaging 28.6 over 
‘40 and the blushing brides continue altarward so fast 
the perspiring preachers are calling for time out. 

Whom can you blame for this stampede off the float 
of single bliss into the matrimonial seas? Is it the draft, 
the glamour of a uniform, the uncertainty of the future 
or that old bromide about nature will provide boy babies 
when the scythe of war sweeps men down in droves? 
Whatever the reason, here’s a vast, new market of home 
makers, eager for information and merchandise, and 
suddenly vulnerable to things bringing the more abundant 
life and fortified with fatter family incomes? 

With people paying more and buying better the trend 
is obvious, yet this rising market calls for better sales 
efforts and the best merchandise. This temporary sell- 
ers’ heaven can’t stay cloudless forever, so dig your fork 
fast and stack the hay while it’s easiest. 

When March ’42 comes in like a lion, she will have 
in her sharp teeth those triple-taxes. But today, while 
the poor feel rich and the rich feel poor, the purveyors 
of semi-luxuries and commodities for the cultured classes 
have to do some fundamental revising of their former 
thinking. 

With overnight changes the ladder of society is like 
a greased pole . some of your friends are slipping 
down, others are grabbing higher rings than they ever 
before dared reach for. This will change your customer 
lists, so don’t neglect the rare opportunity to compile 
one good enough to hold water through the dry spell 
coming. And remember these palmy days are red-letter 

.. not the ordinary sort. They're the days when candor 
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"The ladder of society is like a greased pole 
—the poor feel rich and the rich feel poor.” 


counts ... days when your oral and written word should 
tell the truth—the whole truth and nothin’ but—so help 
you! 

Don't assume the attitude you're doing the customer 
a favor. Because, while the cash is still in his hand the 
customer always feels superior to the salesman. So let 
the customer enjoy this brief period of grandeur 


don’t puncture his balloon . . . let him inflate it himself. 
These are times for tact ... that gentle art of saying 


or doing just the right thing at the right time. It re- 
quires sufficient imagination to see with the other fellow’s 
eyes—to instill your thoughts into another's mind with 
a minimum of disturbance of tranquility and without 
offense. It’s a study. 

Research discovers striking similarities in the present 
oversold market to that existing in 1916. The question 
is “Did we learn anything by that experience?’ If not, 
we surely have not forgotten 1932. “Consistency thou 
art a jewel” is still a swell slogan. Today there are 
reams of written reasons for farsightedness, courage, and 
strong applications of good old horse sense. People are 
sick and tired of high-pressure and every other phase of 
slick but quick sales tactics. They are all receptive to 
some large doses of quiet, sincere, understanding ap- 
proaches. The public are ready to embrace some good 
home-made, honest talk whether over the counter or via 
the printed pages. 

The astute, who strangely and like the poor are always 
with us, grasp this fact faster than many. Are you doing 
anything right now beside making change and wrapping 
sold orders to calk your store’s seams that “business as 
usual” really will be an assured situation in ’42-'43- 
and °44? 

Don’t get a cockeyed perspective ! 
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Win THIS BADGE 


the emblem of 
EXPERT SALESMANSHIP 





Your Award of Merit 


--. this Sterling Silver emblem. 





See how easily you can win it. 


(Illustration at left is enlarged). 











ACTUAL SIZE 


Your Choice... this beauti- 






ful Sterling Silver emblem is 






poe either aslapel but- 





| ton or as lock clasp pin. 





WIN THIS AWARD 


eee Increase Your Sales and Camings 


Increase your knowledge of sterling silver sales The entire series of twenty-four bulletins, com- 
secrets ...step up your sterling silver sales... plete with handsome ring binder, is priced at 
increase your income! only $2.00. 

Here’s how you can do it. All Jewelers and Sterling Salespeople are 

Subscribe today to the new series of bulletins, eligible. When the course is completed all are 
“The Fine Art of Selling Sterling Silver’... a fa- entitled to take a simple questionnaire test, based 
mous short course in sales technique. Prepared on the course. All who pass this test will be 
by leading authorities ... valuable informa- awarded the Sterling Silver emblem...symbol of 
tion. .. practical selling ideas ... interesting. . . expert sterling salesmanship ... absolutely free. 
inexpensive. Send $2.00 today. Don't miss this opportunity! 


STERLING SILVERSMITHS 
GUILD OF AMERICA, 20 west 47th st, New York 


FOR OCTOBER, 1941 95 








¥ 


ely 


TAX QUESTIONS AND ANSWERS 


(From page 85) 


the purchase price paid before Oct. 1. Note, however, 
that the mere making and dating of the contract before 
Oct. 1 is not sufficient. To get the benefit of this pro- 
vision, the article must also have been delivered to the 
customer, and at least a part of the price paid by him 
before that date. 


Q. What about a “lay-away” sale made before 
Oct. 1? 

A. If it fulfills the conditions set forth in the answer 
to the question immediately above, it is exempt. Taking 
an article out of stock and putting it away for a specific 
customer, constitutes ‘‘constructive delivery,” and is con- 
sidered as delivery for the purpose of this tax. However, 
if the article is not actually withdrawn from stock, it is 
not considered to have been delivered. 


Q. What happens in the case of an article that is 
repossessed before it is fully paid for? 

A. In such cases the tax applies upon only the net amount 
collected by the jeweler after subtracting any rebates. 
allowances or credits to the customer. If the tax has 
already been paid upon a greater amount, the jeweler 
may obtain a refund of the difference. 


Q. What about an article that is voluntarily, or 
by agreement between jeweler and customer, re- 
turned for refund or credit, or upon which the 
jeweler makes a price adjustment ? 


A. The jeweler may obtain a refund of the amount of 
tax he has paid in excess of what the tax would be on the 
final net sale after the adjustment of the price. If 
the entire amount of the sale, including the tax, is re- 
bated or credited to the customer, the jeweler may ob- 
tain a refund of the entire tax. 


Q. If a jeweler sells an article on credit, and pays 
the tax, can he obtain a refund if the account 
proves uncollectible and he charges it off as such? 


A. No, not unless he retakes possession of the goods. If 
the customer keeps the article it is considered a sale for 
tax purposes regardless of whether or not the account 


is paid. 


Q. In determining the price upon which the tax is 
based, are charges for wrappings, special boxes, 
chests for silverware, delivery, insurance, local 
sales taxes, etc., included? 


A. The law states that charges for delivery, insurance, 
installation, state or local sales taxes, when they are 
shown as a separate item, and this new Federal tax, shall 
not be considered a part of the price in determining the 
tax. If special wrappings or containers of any nature 
are furnished for which a charge is made, then the 
amount of that charge must be included in the price 
and is subject to tax. The law also says that “any 
charge incident to placing the article in condition packed 
for shipment” shall be considered part of the price upon 
which the tax is compuced. 





GRAFF, WASHBOURNE & DUNN 


SILVERSMITHS 
announce that 


Mr. Harrison W. ConrapD 


has joined their organization as 
GENERAL MERCHANDISE AND SALES MANAGER 


succeeding the late Mr. Wm. L. Washbourne 





for his new post. 


OO 


TRADE MARK 
House Established 1833 








Mr. Conrad’s training with the Gorham Com- 
pany in their Providence plant, and as the head 
of the Silver Department of Black, Starr & 
Gorham in New York, eminently qualifies him 


142 West 14th Street 
New York 











Incorporated 1899 
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“Co Hove —_ to Sold 


BEST-BUYING BRIDES 
IN YOUR COMMUNITY 


tie in with S. 
HOUSE BEAUTIFUL and GUIDE FOR THE BRIDE! 


More of the choicest customers for wedding gifts and finer home furnishings buy HOUSE 
BEAUTIFUL Magazine... read HOUSE BEAUTIFUL...and buy from HOUSE BEAUTIFUL .. . 
more than from any other quality home magazine. 





HOUSE BEAUTIFUL’S immensely increased quality circulation PLUS the eager purchasers of 
GUIDE FOR THE BRIDE give a readership of better than one-third million...the greatest 
market for merchandise of taste and quality ever assembled. 


Feature and use HOUSE BEAUTIFUL... it gives you 3 customers for finer merchandise where 


2 were before. 


... FOR PEAK SALES TO BEST BRIDES IN YOUR CITY, USE HOUSE 
BEAUTIFUL’S SEPARATE GUIDE FOR THE BRIDE 


bought annually for 50 cents at leading newsstands by up to 50,000 lavishly- 
spending Brides and their giving friends. 


PIONEER IN BRIDAL MARKET... . For 9 years, GUIDE FOR THE BRIDE has been the out- 
standing, authentic editorial guide for purchasers of gift 
merchandise and finer home furnishings. Key your pro- 
motions to the more than one-third million customers 

__. of HOUSE BEAUTIFUL and GUIDE FOR THE BRIDE .. . 

Mme it's the proved way to get bigger and better sales. Send 

» for your copy of the GUIDE FOR THE BRIDE at special 


25 cent price. 











vances NEW YORK: 572 Madison Avenue + + * * CHICAGO: 326 W. Madison Street 
5% DETROIT: General Motors Building + * * «+ * CLEVELAND: Leader Building 
paves BOSTON: Park Square Building * * * ATLANTA: Rhodes-Haverty Building 


inet. or 


LOS ANGELES: 1709 West 8th Street 





SAN FRANCISCO: Hearst Building + + 


Leader of the Quality F6ome Field 


Best Buy for Better Bayers 
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| Beuscdict 


the name that means 
PROFITS in Silver Plate 


o~ 7 
NO @2+997 
a) Cd 
+ Now Brings You This 


\) Beautiful 16th Century 
a Arras Pattern 


Hostess Basket—No. 2511 Cake Basket—No. 2503 





For sandwiches, canapes, fruit Used for cakes, candy, canapes 
andy cakes, ete Width—-8” sandwiches, fruit, ete 
| Length—94,”"”—$5.00 each (Key Diameter 1014" $5.00 eacl 
stone Keystone 
Marmalade Jar—No. 2506 
For honey, jam, mustard, relishe 
condiments, ete 
Diameter—6%” Glass Dish wit! 
Silver Plated Cover—$3.50 eacl 
Keystone 
Mayonnaise Dish—No. 2510 
For salad dressings whippe 
cream, condiments, olives, pickles 
ellies, et« 
Diameter—6%" Tulip Glass Disl 
$4.00 each (Keystone) 


Prices sauhiect to chanar 
without notice) 


| 

| 

PE ° 

| ERE’S another Period 

design by Benedict 

that will step up sales in 

your silver plate depart 
ment. This pattern—in 

| spired by the old Arras 

(French) lace of the 16th 

Century—is 

styled 


right. 
priced 
right for fast turnover and 
| big profits! 

| 

| 


made 
right and 


Send your order now for the items shown in this advertise 
ment. All pieces are heavily silver plated, with a full 
burnished finish. Glass is high-quality clear crystal. Due 
to imminent shortages of precious metals, the supply of 
these patterns may soon be limited, so don’t wait. Mail 
your order today! 


Complete catalog of Benedict line 
THE PROFIT-MAKING LINE 
sent on request 


H BENEDICT Mis, Co 





East Syracuse, N. Y. 
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TIME TO TALK TURKEY 
Turkey being king at Thanksgiving time, all house- 
wives are naturally interested in platters for serving 
him, cutlery for carving him, and the china, crystal and 
silver to grace the table at which he is the center of at- 
traction. 
MecNeel’s, San 


carving sets. A large card on the wall, held in place by 


Antonio, ‘Tex., especially featured 


two big maple leaves, said, “Never a dull moment.” 
Across the rear of the window was a simulated stone 
fence on which perched a turkey gobbler. A card lean 
ing against the wall said: “Concerning Cutlery and 


Carving: To the hostess—To avoid slipping in carving, 
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The cut-out turkey suggests a toothsome Thanksgiving feast—and 
the silver, china and crystal that make a festive meal. 


get a pair of our new Turkey Tongs. To the Carver 
Carving is an easy task, and with our tongs and a sharp 
knife, no longer a complicated one.” In satin-lined boxes 
were shown several carving sets. Small cards showing 
the different steps in carving either fowls or a roast were 
scattered about the window, and were given free with a 
carving set. 

MeNeel’s Thanksgiving ad showed a turkey held in 
place by the turkey tongs, and advised: “Roast or ‘Tur 
key Tongs. These clever tongs are most useful for cary 
ing a Thanksgiving turkey, chicken, duck or roast. We 
suggest that you try them on your holiday turkey; 
they're smart to look at and modest in price—$1.95.” 
The balance of the ad featured many types of sterling 
and plate and hollowware. 

A colorful Thanksgiving silver window was arranged 
by S. Spitz, Santa Fe, N. M. Several large cutouts of 
turkeys were shown. On a mound covered with autumn 
leaves was a silver salver holding a cutout turkey. A 
big glass fruit dish, in the shape of a pear, was filled 
with fruit; and a covered dish, salts and peppers, carv- 
ing set and vegetable dish were also shown. Gay hued 
autumn leaves were scattered over the floor. 

Hoxip a “gifts in action” fashion show early in De 
cember and Christmas business will be in the bag! Ask 
vour local fashion editor to comment on mannequins 
wearing evening, afternoon, outdoor and lounging fash 
ions with appropriate jewelry and as a surprise ask the 
audience to move to your china section where dinner 
ware, silverware and linens are also “in action” at a fes 
tive table. Serve cake and coffee for a gala occasion. A 
local apparel specialty store will cooperate. 
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Brilliant, Golden hued Dirilyte 


the lovely, solid flatware 
that stylists recommend.. 


Leading stylists enthusiastically endorse 
Dirilyte flatware and hollowware, because 
of their beauty, drama, and fine quality. 
National advertising in House Beautiful, 
Bride’s and Mademoiselle tells the Dirilyte 
story all across America. This beautiful 
metal is solid, not plated. It’s so hard as 
to be almost everlasting. Its golden hue 
opens up a paradise of new color schemes 
for the table, and is ideal with gold-deco- 
rated china and crystal. Dirilyte is correct 
in both period and modern settings. With 
difficulties occurring in delivery of other 
types of flatware, why not let Dirilyte 
bring you new and unhampered sales op 
portunities? Write for data on prices, 
territory protec tion, ete. 


Dirilyte flatware, candelabra. salts, peppers 
and ashtrays, and fruit in a Dirilyte bowl. 
make this table one of brilliant beauty. 
Yet it’s SO easy to re produ e! Ir rite tor 
mat of photo. 
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AMERICAN ART ALLOYS, INC., KOKOMO, INDIANA 





CHIME time "© KITCHEN time 






No. 419B-1 

Size 5%4"x6". 

va These clocks are.» 3 
ored dial Size 8'2"x7". 
Wood case 4” raised nu- 






finished in meral dial. 

lustrous m 8) n e y = m a k e r Ss Plastic Tea Pot 
bronze color Clocks. colors: 
with ivory ivory, white, 

colored feet green red or 
Self - starting . / blue. Self- 
electric move- t startin elec- 
ment with any Line . , tric aa move- 


bell alarm ment 















No. 434W 
Size6”"x4'/2". * -— ’ 

342” gola 11 new nign 
colored dial. c ; 5 ~ Wl 
Wainut col- “~' . vv 
ored case. {lé t r 

Self - starting 

electric time 


movement a 


ESS IONS 


FOR DEPENDABLE TIME SERVICE FROM YOUR WHOLESALER 


SESSIONS CLOCKS FORESTVILLE 
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WHERE CAN YOU SHIP YOUR 


OLD GOLD, SILVER, PLATINUM, 
filled cases, optical scrap, etc. and 


be certain of correct returns ? 


| DEE & CO. 


of course, because we are equipped 
to recover all precious metals eco- 
nomically and accurately. 


Our reputation is the result of 50 
odd years of honorable service to 
the jewelry trade. 


We are in constant need of precious 
metal for use in the manufacture of 
alloys. That is why we can pay the 
top prices and the reason why 


DEE CHECKS SATISFY 


») 4 = & 0. 


| /Yeecious Hil ela 


| GENERAL OFFICES aa C10 GOLO 


| ait oe are CH | CAGQO ANO SALES OFFICE 


W KINZIE ST 5S E.WASHINGTON ST 


| 100 











MODERNIZATION FORUM | 


a 





@ Jo aid its readers in rede- 
signing, modernizing and im- 
proving their stores, Tue 
Jewevers’ Crrcucar - Keystone 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelery store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or. if youre going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


HINA SHELVING—We are figuring on building 
some shelving at the rear of our store for the dis- 

play of chinaware. Since we may, later on, install mod- 
ern wall cases instead of our present fixtures, we want 
to build the chinaware shelving to conform in height with 
the new wall cases. Therefore, we want dimensions for 


wall cases and the shelving. EK. O. L. 


Answer— Modern wall cases are 7 ft. 6 in. high from 
12 in. to 24 in. deep, depending on type of merchandise. 
We suggest building the chinaware shelving 7 ft. 6 in. 
high and 1 ft. 3 in. deep, with the shelves either 14-in. 
plate glass or '-in. wood, set on metal standards and 


brackets. 


TORE DESIGN FUNDAMENTALS—Having 
purchased a building which I wish to remodel into a 
modern jewelry store, with a separate china, glass and 
giftwares department, I would oppreciate suggestions 
as to lighting, ceiling, height and cases. W. L. R. 


Answer—The “ideal” height for a jewelry store is 
11 ft. Ceilings should be of smooth-finished material, 
such as plaster, celotex or any other approved type of 
board ceiling. Lighting should be concealed, flush with 
the ceiling, using Holophane units. Fluorescent lighting 
may augment the incandescent, inside the wall cases. 
Cases for china, glassware and gifts should be open 


type, with plate glass shelving. 


KYLIGHTS—Shall I eliminate the three skylights 

in my store’s 14-ft. ceiling, by boarding them with 

celotex flush with the ceiling? Or shall I put in Vene 

tian blinds to regulate light from the skylights? Addi- 

tional lighting fixtures would be necessary if the sky- 
lights are covered over.—L. S. L. 


Answer By all means eliminate the skylights en- 
tirely. The advantages of such openings are negligible 
and distort the lighting of the store. You will receive 
better illumination from completely artificial light than 
from a poor combination of artificial and daylight. If 
you reduce the height of the ceiling to 11 ft., you will 
produce a vast improvement in the “‘s. a.”’ (sales appeal) 
of your store. 
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(onsistent 


Winners! 

















You're not gambling on a long- 
shot when you put your money 
on merchandise which has led 
the field and won consistently 
in the stiffest competition for 
many years. When you need 
watches, clocks or silverware 
make a selection from the 
items listed below and call 
A. H. Ficken for prompt ser- 


ELGIN 


WALTHAM 


HAMILTON 
(ZONE 8) 
COMMUNITY PLATE 
WESTCLOX 
HADLEY—SIMMONS 
KESTENMAN 


* 


The A. H. FICKEN CO. 


850 EUCLID AVE. 


CLEVELAND OHIO 
Phone: Cherry 1440 











PAY ROLLS 
ARE HIGHER 


CHRISTMAS BUYING 











Consult your jobber now about the clocks shown 
below as well as the many other attractive "New 
Haven" gift and stock items. 


AUTOMATIC STARTING Electric Clocks 


li current is interrupted, merely resetting the hands starts the clock! Low 
current consumption (one watt) motor has a soft, friendly tick. 


“"SEAMAN'™' 


A marine design, ideal 
for den, library or liv- 
ing room. Solid ma- 
hogany case, polished 
brass sash and handles. 
Metal dial with etched, 
gold-color numerals 
outlined in black. Black 






















hour hands. Sweep 
second hand. Height, 
TT": width, 7%”; 


depth, 3”. Retail price, 
$9.95; Keystone list, 
$12.22. 


‘"DEVERE'' 


Modernized Gothic, solid 
mahogany case combined 
with plywood; African- 
scented veneer front. Metal 
dial with etched, gold-colo 
numerals outlined in black. 
Black hour hands. Sweep 
second hand. Hour and 
half-hour strike. Height. 
9144”; width 7”. Retail 
price, $13.95; Keystone list, 
$17.12. 





“"AUTHOR'' 
Streamline tambour with center-matched, figured walnut 
and center inlay. Rosewood base mouldings. Metal dial with 
etched, gold-color numerals outlined in black. Black hour 
hands. Sweep second hand. Hour and half-hour strike. 
Width, 175s”; depth, 3%”. Retail price, $13.95; Keystone 
list, $17.12. 


THE NEW HAVEN CLOCK COMPANY, New Haven, Conn. 
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D6271 


Since 1905 the name, Rosenthal & Kaplan, has been synonymous 
with quality rings and ring mountings. The new line for fall and 
winter has been styled for quick, profitable selling. These dis- 
tinctive, original designs defy competition. 


SEE THIS DISTINGUISHED LINE OF MEN'S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK. 











ETERNA 


AUTOMATIC 


The Foolproof Selfwinding Watch 
For Military Use 


The auxiliary stem winder (no shaking 








necessary) is the exclusive feature that 
makes ETERNA AUTOMATIC the most 


reliable of all selfwinding watches. 


In stainless steel, silver, black or pink dials. 
@ Water & Dustproof @ Non-Magnetic 


| @ Shock-Protected @ 17 Jewels 2 ghee, 
=) 06 07-834 | 


| bes : Bee se eu a Tome 
| a es WATCH COMPANY OF AMERICA, Inc. 
| 580 FIFTH AVENUE, NEW YORK 4 BRyant 9-8660 
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WE ARE COOPERATING 


—_— the Elgin Watch Co. 


in presenting this sensa- 


tionally new line of watches. 


2 with the retail jeweler in 
distributing our stock as 
fairly as possible in these 


trying times. 


awit our government, above 
all — asking for goods only 
after the needs of our de- 


fense program are satisfied. 


BLUSTEIN COMPANY, INC. 


817 GST. N.W. WASHINGTON, D. C. 
“SERVING THE TRADE FROM THE NATION'S CAPITAL” 





GIVE THEM 
SOMETHING 


-and you ll SELL them something! 






“CHANGE 
PARKING 
METER 
CASE” 


Costs you less fR 


\ GOOD DRIVING REQUIRES 


GOOD VISION 
Cw 
MODERN OPTICAL DEPT. 


KAY JEWELRY CO. 









than 10¢ ea. RR 408 S. Gay St. 
—give it as |W 'T'S 0.K.TO OWE KAY 
a FREE GIFT 


to your custom- 


i QC AY “s 
ers men or \ 


women. (Genuine leather—actual size) 





we 
Jederer “CHANGE PARKING METER’ CASE 


@ Made of genuine leather—front gold-imprinted 
with your store name and slogan. 


@ Hidden license pocket in back—snap-flap change 
pouch in front. 


@ Bead chain for keys. 


@ Cost low enough to warrant wide spread, free 
distribution. Quality high enough to build you 
prestige. 


USE THE COUPON for Your 

FREE SAMPLE and Full Information 

on this Jeweler-tested, Sales-building, 
Good Will-winning, Customer Getter 


DON'T WAIT!?! 
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THE LEDERER COMPANY 
106 W. 32nd Street, N.Y.C. 


Send me my FREE "Change Parking Meter Case" together 
with full information. 


EE ey eee gf Pee Tee 
es SEND THIS COUPON NOW! coo 
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; 1942 GUIDE TO BETTER BUSINESS 


BENJ. ALLEN & CO. 
NEW CATALOGUE 


MOST UP-TO-DATE—MOST COMPLETE EDI- 
TION—FOR JEWELERS ONLY 









CENCLUS/VELY 
WHOLESALE 


The latest merchandise for your every jewelry store 
requirement is listed and illustrated in the new 


1942 Benj. Allen & Co. Catalogue. 


Keep it handy all the time—USE IT—If you do you 
will not have to miss a sale. 


For nearly 80 years jewelers have used the Allen YQ ~~ —— = 
catalogue and Allen service for better buying and 
better profits. 


BENJ. ALLEN & CO., INC. 


' SILVERSMITHS BLDG. 
10 SO. WABASH AVE. CHICAGO, ILL. 











MAYER BROS. 


SEATTLE WASHINGTON 


x ** 


ELGIN DISTRIBUTORS 


FOR 
THE PACIFIC NORTHWEST 
ALASKA HONOLULU 
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IN TIMES LIKE THESE—People Need 


Watches of Specialized Performance 


These days it is more than a personal affair to be punctual—it’s a national 
duty! .. . Everywhere, people want extra performance out of their watches... 
And Racine specialized timepieces answer those requirements in full .. . For 
instance, the Racine Waterproof (below) is ideal for men and women engaged 
in defense work on land, sea or air... Available in men’s and doctors’ models; 
also in ladies’ and nurses’ models. Stainless, solderless, non-corrosive, anti- 
magnetic ... And guaranteed waterproof, after 3 submersion tests. 





* A New Racine Catalog 
is just off the Press! 
Send for it today! 





JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 








< PRODUCTION, 











Stop. WOMAN, Stop 


istened! Don't you 


@ Stop using price labels that must be me en 

know there’s a modern way to affix price-marking on cellophane, 
metal, porcelain, bakelite, wood, leather, etc? Don’t vou know 
about KUM-KLEEN labels They need no moistening, the 
never dry or pop off Yet they peel off readily and leay 
no mark. 

Address M. J. Lampert & Son, 37 Maiden Lane, New York 
City, Wholesale Distributors to Jewelry Trade for Ave 
Adhesives, manufacturers of _KUM-KLEEN labels 


Stocked by all leading material wholesalers. 
Order today. 


Need no moistening...Stick 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
d “glue-backed” labels > Spegaaeadagetan 
en eee, SELF-ADHESIVE 
PRICE-LABELS 
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Aisenstein & Gordon 


Incorporated 


712-14 Sansom St. Philadelphia, Pa. 


DISTRIBUTORS 


OF 


ELGIN WATCHES 





Aisenstein & Gordon, Inc. 
712-14 Sansom St., Philadelphia, Pa. 


Please send us your new 1942 catalogue 
illustrating many nationally advertised 
lines. 


NAME 
ADDRESS 


42 @@ SB eS SB Be eB eB eB eee eee eee ee 
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634 x 8 Ligne, Alton, 10K. yellow rolled 

fo fo) Co Mi o) Col moret|-Ma Atee Mt (ot bel(-s-1-ME-11-1-) MM ole lel & 

Raised aqold figures. Ratchet silk cord. 
Al77 7 Jewel $21.25 
Al178—-17 Jewel 27.25 
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SSF N\A 


omaf ” = > ff 
“he 
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4 x 8 Ligne, Alton, 10K. yellow rolled 
ve Fo) ce MB o)iott- Moe ttm atte ME-iiettell-s1-i 11-1-) MM ole lel 
Raised gold figures. Ratchet bracelet. 

A179 7 Jewel $21.25 
A180.—17 Jewel ‘ 27.25 


634 x 8 Ligne, Alton, 10K. yellow rolled 

fe fo) Co Mm o) Cot Mmoet- {Mma ol esME-liesbell-t1-M-1(-1-) MB ole lel a 

Raised gold figures. Ratchet silk cord 
Al18) 7 Jewel $21.25 
A182—-17 Jewel. 27.25 


ME, 


634 x 8 Ligne, Alton, 10K. yellow rolled 

gold plate case with stainless steel back. 

Raised gold figures. Ratchet bracelet. 
A183 7 Jewel ‘ $21.25 
A184-—-17 Jewel bk: eee re 








Shown above are suggested retail prices. Your Keystone prices 
are A177, $16.50; A178, $21.10; A179, $17.20; A180, $21.0; 
A181, $16.50; A182, $21.10; A183, $17.20; A184, $21.80. 


SEND FOR THE 1942 W & G CATALOG 


A 52-page book in colors, illustrating complete line of men's 
and ladies’ Alton watches with full range of prices. Also 
illustrated are wonderful values in diamond rings, wedding 
rings and matched sets. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D.- Watch Cases 


2» South Chicago 
Wahash Ave. Hlinois 
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PRICE—THE "LEAST REASON" 


(From page 90) 


for advertising. Basis of the campaign may be summed 
up in one of the headlines used in the series of quarter 
page ads: “How To Be Extravagant on Little Money.’ 
Central point of the campaign was the encouragement 
of readers toward beginning to build up their tableware. 
Each ad, therefore, priced an illustrated pattern in a 
20-piece service for four which was featured as a “Be 
ginner’s Set.” 

Around this central theme was developed a particular 
ized approach based on the hypothetical question: Who 
will respond? 

“To a Career Girl Who Maintains an Apartment” on 
ad was addressed in answering the question. The ad con 
tinued: ‘You live alone and like it,’ developed the back 
ground of the “career girl’s” surroundings and then 
asked the question: “But how about your silver?’ Copy 
then took up the generalized theme of the campaign: 
“So many women are under the impression that silver 
ware is expensive .. . etc.” 

Another was addressed “To Secretaries Who Keep 
House,” aimed at the office girl who with equal skill was 
a “sucesessful home-maker,’ and continuing into the 
central theme: “Don’t think for a moment that sterling 
silver is beyond your reach . . . ete.” 

Still another was headed: “Keeping Secrets from 
Your Husband?” and dealt with “your secret desire to 
own a set of really fine silver,’ moving on to the liberal 
terms which made possible the obtaining of a fine set. 

Thus it may be seen how a campaign was built up to 
hit home—the “career girl,’ the “secretary who keeps 
house” and the wife who has always wanted silver but 
thought she never could afford it being three groups in 
the population in which a wide potential market was 
found because all three covered groups most likely to be 
without silverware. But these were not extracted from 
the general campaign and made special targets; the 
“weaving in” is what created a final picture that brought 
a trebled business for the store. 

In conclusion, therefore, Mr. Schaefer points out that 
the “weaving in” is the primary factor in Granat’s ad 
vertising that presents the whole picture and explains 
the success of the individual campaigns. 

He points to the finely decorated lettering in script 
which characterizes the bulk of the captions leading off 
the copy, the utilization of lacy and feminine figures to 
establish tone for ring advertising, the limitations of re 
verse-plate to lower sections of copy after the general 
tone, character and sentiment has been firmly estab 
lished, the consistent use of type faces and sharp lines 
to produce “clean” copy. These, too, are as important 
as what the copy says in building up tone, in establish 
ing the atmosphere, in merchandising romance, senti 
ment and human feelings which will ever remain basic 


to merchandising silverware and jewelry. 


The discovery of a pure white, flawless diamond, 
weighing 107 carats and valued at $50,000, was reported 
from Rio de Janiero last month. The gem was said to 
have been found by a prospector in the Jextijuco River, 
near the town of Ituituba, in the State of Minas Geraes. 
Brazil. 
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Are you Considering 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler's 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Fred W. Brock, Elberton 

a., $20,000. Newsalt’s, Dayton, Ohio, $500,000. Siebel’s, 
Saginaw, Mich., $65,000. Koch’s, Savannah, Ga., $50,000 and 
otliers too numerous to tabulate. 


WRITE! WIRE! PHONE! 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential 





GOING OUT OF BUSINESS 








OR SELLING 
SURPLUS STOCK 
that should be convert- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 


back to you at once! 





ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. 





ob “A VERY SUBSTANTIAL 
INCREASE IN BUSINESS” 


D. R. Haggard, manager, Budd & Co., Co- 
lumbus, Ohio, says “...we are more than 
satisfied with our customer reaction which 
we think is largely due to the very attrac- 
tive store front...and now we have a very 
substantial increase in business.’’ You can 
get equally profitable results and be just 
as enthusiastic with a new Kawneer Store 


Front. Right now is the time! Send for man AY 


a 


STORE FRONTS 


COUPON BRINGS YOU ILLUSTRATED 
BOOKLET ON NEW STORE FRONTS 
a ee ee ee Oe eS a 


The Kawneer Company, Niles, Michigan 
| Please send free copy of your new illustrated store front 
booklet. JC-10 

















Name 


4 Address 
Que EE ESB ee eee eee 
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BOSTON, MASS. 





Mark Feinknopf, Arch. 







Pa 












ARMY-NAVY EMBLEMS 
NAMES AND INITIALS! 


Leather Goods, Writing Papers, Xmas Cards 
and a host of other gift items can be made more 
personal and appealing right in your own store 


with this amazing little machine. 





WRITE FOR DETAILS 


Kingsley 


GOLD STAMPING MACHINE CO.{ 


HOLLYWOOD, CALIF. 









IDENTIFICATION BRACELETS | 
With Authentic Insignia i ALABAMA 


ARMY—NAVY—AIR CORPS 4 AND 


MISSISSIPPI 


Jewelers should rightfully look to 
| Standard for the distinguished 
new line of ELGIN watches. 

Call on us for whatever your needs 


| 
| may be. 


Sterling Silver . * 


Also 12/20 G. F with 


Plate 12K on Sterling | STANDARD JEWELRY CO. 





WHOLESALE JEWELERS 
2113 FIRST AVE., N. BIRMINGHAM, ALA. 


| SIMONS BROS. COMPANY § 


| 
269 S. 9th St. Philadelphia | 
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IDEAS... 








| OW that the season for parties approaches, you can 
a hop aboard the profit bandwagon with a wheel t 
Macy's 


developed a department display entitled, “Your Color 


turn customers off on new color combinations. 


Taste Is Right for You” on a jumbo white board circle. 
Twelve differently colored salad plates touched folded 
linen napkins serving as spokes, each matching, con 
trasting or harmonizing with the color of its china neigh 
bor. Try the display to cheer an unproductive corner of 
your shop. x * 


Armistice Day gives you the most natural break pos 
sible to group a window display of jewelry suggestions 
for men at camp and patriotic motifs for civilian wear. 
Use velvet in flag colors as a foil for your pieces and 
some such message as ““Democracy’s Champions’ on a 
window card between a picture of Woodrow Wilson and 
another of F.D.R. * * * 


For a QuickeE of a contest, invite school children to 
describe the events and reasons leading up to Congress’ 
adoption of standard time, Nov. 18, 1883. Naturally, 
the prizes should be clocks or watches. Start on this idea 
right away and you'll have a feature story and a display 
made to order by Nov. 18 telling the winners’ names 
and showing their manuscripts in your window. 

* * * 

For a Lirrie something different in the way of whip 
ping up interest in tableware for Thanksgiving, ask each 
of several leading men in your community to dream up 
his ideal in a Thanksgiving dinner table and presto! the 
public will come in to see your series of tables. 

* * 

It’s Been done before to stimulate sales of formal 
gowns and wraps and should be a whiz at increasing 
sales of jewelry. Set an up-to-the-minute calendar in 
the corner of your window and on it keep posting an 
nouncements of outstanding important social events in 
your community for the forthcoming two to three weeks. 

* * * 

TuHere’s A New fashion in hair-dos that means busi 
ness for jewelers. It’s the use of jeweled ornaments in 
pairs. Cooperate with your leading beautician in a series 
in your window cards and his, with an exchange of credit 
lines on window cards, showing various ways in which 
coiffures may be complemented by pairs of clips, pins, 


combs, ete. * * * 


Pian Now a series of promotions backed up by win 
dow dispays on the theme, “If she’s a career woman, 
give her jewelry.” The list should continue through home 
maker, sportswoman, artist, etc., showing pieces appro 
priate to each type’s interests. 

* * * 

Ir Sates of “V for Victory” pins lag, use a window 
card to list the great variety of ways in which smart cos 
mopolites wear them: Gertrude Lawrence runs eight of 
them around the V_ neckline of an evening dress; 
Josette Daly uses hers as a bag monogram; Mrs. F. 
Cecil Baker wears hers for lapel lustre; others place 
them on the backs of gloves, as a sleeve insignia, to hold 


hat veiling in place, etc. 
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READY sem" 


THE 1942 












S\\WWERWARE 
MATERIAL 
TOOLS 
OPTICAL 
GOODS 





DIAMONDS 

WATCHES 
JEWELRY 
NOVELTIES 

CLOCKS 







CONTINUING 
O1 TO YOUNG « CO: 
AND 
CH-KNIGHTS 


~THEARLE CON 
CHICAGO 


“THE BECKEN BOOK” 


has long been regarded as setting the standard 
of values for the entire jewelry trade. 


While it is sent to retail jewelers only, through 
them, it is referred to frequently by many whole- 
salers and manufacturers throughout the trade, 
when prices or other general information is 
wanted. 


We know, now, that 1,000 of the prices shown 
will be wrong when "The 1942 Becken Book" is 
published, due to conditions beyond our control; 
but, we still feel that this catalog should be pub- 
lished, as it is recognized as the outstanding cata- 
log in the business—and it sets the standard of 
values on the most complete line of jewelry store 
merchandise in the United States. 


| A.G. BE GKEN Go. 


ESTABLISHED 1887 


AMERICA'S LEADING WHOLESALER 


CHICAGO 
* DENVER * DETROIT * TAMPA 
“BUY FROM BECKEN—AND GET THE BEST” 
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The "Shadow Box'' frame, one of the styles from 
the new “Mirro" line of crystal frames, clocks and 
perfume trays. Available as 3-piece sets, each 
piece $11 retail. Clocks have 30 hr. or electric 
movements; add $1 for the latter. Shown by 
A. Stanley Brussel, 225 Fifth Ave., New York, N. Y. 


A short a time ago as two years back it was not 
uncommon on the part of many jewelers to con 
sider that what business they might do in gift and art 
wares could, at best, be only a fringe to their regular 
sales volume, only a “‘side-line” with them. 

Perhaps there are some jewelers who still think that 
way today. If so, they do it in the face of these sig- 
nificant facts: 

1. Two years ago there was a free import market. 
Precious, semi-precious, and imitation stones came from 
abroad, without interruption, immediately upon order. 
and in as large a quantity as ordered. So did costume 
jewelry, Swiss watches, ete. 

2. Two years ago there was no defense program, at 
least as the factor in production it is today. By the first 
of the year can any jeweler be sure precisely what reg 
ular or “traditional” jewelry stocks he will have on 
hand? Will he be able to say precisely how much of 
these sort of stocks he will at all be able to order, let 
alone get? 

3. Two years ago there was no defense tax on the 
retail sale of jewelry. When you read this, there will 
be. 

So much for jewelers’ “traditional” stocks. What 
about gift and artwares? Are they not affected pre- 
cisely the same way? No, not at all. 

It is true that the import market in gift wares was 
cut off with the rest with the opening of the war in 
Europe. But immediately American designers, American 
manufacturers came to the fore, not merely with repro- 
ductions of former European items, but with whole lines 
of entirely original, entirely American gift and art ob 


jects. An article, “American Giftware Design Comes 


of Age,” citing home manufacturers and designers for 
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Are Giftwares 
A Sideline? 


by J. RICHARD IANDER 





Everlast Barbecue-ware—a market hit. Pots of 
oven-proof clay in natural bisque finish, green, tur- 
quoise or blue glaze; wood-knobbed covers of cop- 
per, pewter lined. Priced from $5.50 each, retail, 
largest size, to $7.80 per doz. for miniature mustard 
and salts. Newly introduced by Everlast Metal 
Products Corporation, 225 Fifth Ave., New York. 








Crystal “girl and deer" bookends, sculptured by 
Car! Schmitz. Retail, $10 per pair. Verlys of 
America, Inc., 342 Madison Ave., New York. 
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100 /2222 





I9 EAST 26th ST. 


IN STOCK FOR PROMPT SHIPMENT 


If you need China, Glass or Giftwares 
for your Fall and Holiday business 
see our lines. We have everything in 
siock right here in New York and can 


fill orders promptly. 


PAUL A. STRAUB & CO., Inc. 


New Address 


NEW YORK 





ONE OF THE NEW CREATIONS 
IN THE FAMOUS "MIRRO" LINE 


N- 421—Vanity Mirror with heavy hand 
y 


drawn crystal border. Comes 





with ease! pa k and hooks tor 


hanging. 
14"" Diameter $6.75 Each 
16'' Diameter 7.75 Eact! 
12"' Diameter 9.50 Each 


Prices Are Wholesale 


A New Illustrated Folder Will Be Sent on Request 


A. STANLEY BRUSSEL 
225 FIFTH AVE. NEW YORK 





FOR OCTOBER, 1941 














fll The Perfection 
of painstaking hand-craftsmanship goes into the mak- 
ing of 

LENART PEWTER CLOCKS 


Saucer type frames (434” diam.) with incised decora- 
tions, as illustrated: 


MUSIC AND VIOLIN DOVES AND BOWKNOT 
(NOT ILLUSTRATED) 
BIRDS IN CAGES 
HAND WITH ROSE 
$3.75 each wholesale 
Available with matching cigarette boxes and ash 
trays as complete sets. 


LENART IMPORT. Ltd. 


550 FIFTH AVENUE NEW YORK CITY 


HEARTS 
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the speed and talent with which they accomplished the 
transition, was published in the May, 1940, issue of Tue 
JEWELERS’ CircuLAR-KEYsTONE. 

Naturally, the defense program has been felt in the 
gift manufacturing field. But in not quite the same man 
ner, nor to the same extent as in jewelry. With gift 
wares, the worst barrier to prompt delivery is production 
bottlenecks. The basic substances of which most gift- 
wares are made, i. °., glass, leather, woods, potter's clay, 
etc., are essentially priority-free. Only in one instance, 
metal, has any real priority pinch been felt. And pro- 
duction bottlenecks slowly but surely are being ironed 
out. 

Just as most gift and artwares are priority-free, so 
are they, at present at least, tax free. There may be 
some construction of the new tax law by which a very 
small percentage of giftwares may be taxable, but for 
the bulk, that is china, glass, ceramics, leathers, woods, 
etc., no tax exists. 

With that situation, is there a jeweler in the land, 
noting the daily rise of a luxury market, who can still 
say his gift and artwares still constitute merely a “‘side- 
line?” 


Monogrammed pep- 
per mill of natural 
grain wood. domes- 
tic manufacture. 
Mounted monogram 
is sterling silver. To 
retail at $5. Leonore 
Doskow, Silversmith, 


49 W. 27th St., N.Y.C. 


"Fir Tree Tall." A bright new 
dress for the age-old saying. 
A modern spiral fir tree, car- 
rying 12 assorted Christmas 
tree balls, topped by the Star 
of Bethlehem. Overall, 18" by 
8" diam.; individually boxed 
limited quantity; $12 per doz. 
(minimum quantity), $10.20 for 
3 doz. or more. Sun Glo Stu- 


dios, 225 Fifth Ave., New York. 











Stacey sterling miniatures, latest addition to Stacey 
copper and silver-plated miniatures. Each piece 
stamped "sterling"; price range, $6 to $15 per 
doz. Walter Crowell, 225 Fifth Ave., New York. 








"Whitefriars'’ English flint crystal sherry set; tear- 
drop pattern; comes in sea green or crystal. From 
an extensive line of patterns in decanters with 
matching stemware for all uses—cordial to water 
sizes. Lenart Import Ltd., 550 Fifth Ave., New York. 





Matching cornucopias from a group of 
decorative pieces, hand decorated with 
ground laid colors with flowered panels. 
Retail, $18 per pair; others $12.50 and 
$15. Available from Koscherak Bros., 
Inc., 129 Fifth Avenue, New York, N. Y. 
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“Dial” any Crispness 
... any shade of 
golden brown! 
SILENT— EASY TO 
USE + EASY TO CLEAN 


pROCTOR Aas : 


DUAL-AUTOMATIC 










Federal Excise 
Tax Included re a 


The F4 GoM TOASTER ud Zz crisvte 


Here’s the newest in pop-up toasters 
—and no wonder it has the industry AQAA AAK 
talking. The Crisper is the most sig- ( a 
nificant improvement since the pop- (¢ Write for ) 
up toaster itself. Doubles the service Displays! 
. . . doubles your profit opportunity! / p . nite 
You'll be amazed and delighted at (© Build holiday 9) 
C UsINessaround 





the almost unnumbered combinations this ; é 

of delicious crunchiness and golde omazing J 
us crunchiness and golden (, pop-up men 

er ~ 

G development. ) 


y 

VILOL CG 
FADI99 
YVy""S 


brown this invention makes possible. 


PROCTOR ELECTRIC COMPANY 


Sales Division, Proctor & Schwartz, Inc. 
Third Street & Hunting Park Avenue, Philadelphia + Est. 1883 


Group #3 + Priced to sell at $3.70 each 


Sold from New York Stock in complete dozens only 


COPELAND & THOMPSON, INC. 


206 FIFTH AVENUE NEW YORK, N.Y 
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“A TOAST TO 
VICTORY”’ 


SET OF 4 HIGHBALL GLASSES 
ENGRAVED WITH ARMY, NAVY, 
MARINE, AIR CORPS INSIGNIA 

WITH 4 HAND FORGED ALUMINUM 

COASTERS 


Attractively boxed; available assorted or of 
one kind. A timely, fast moving $1 seller. 


$7.20 PER DOZEN SETS 


SOLD IN DOZENS ONLY 







METAL PRODUCTS CORP. 
225 FIFTH AVENUE *- NEW YORK 


712 SO. OLIVE STREET 


LOS ANGELES 
7 WELLINGTON STREET, W. 


TORONTO 
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LATEST! 


MOST ATTRACTIVE! 


PINK GOLD 


ALSO 


RED, YELLOW & WHITE GOLD 


PLATINUM 


GET THE BEST 





JOSEPH B. COOPER & SON 


INCORPORATED 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 








“THE PATHWAY TO SUCCESS” 











WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


| Dept. C Peoria, Ill. 








Third Edition 


WITH THE WATCHMAKER 
AT THE BENCH 


by 
Donald de Carle 


Here is a concisely written book packed with useful and 
important information on watch repairing. It is especially 
recommended for the younger watchmakers, students and 
apprentices but is equally useful to the advanced 
workman. 
Price $3.00 Postpaid 
Send Remittance With Order 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. 56th and Chestnut Sts. 
New York, N. Y. Philadelphia, Pa. 
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by J. RICHARD IANDER 


ARTICULARLY successful among gift shows was 

Kansas City’s Eighteenth Annual Gift Show, held 
last month at the Hotel Phillips in Kansas City, Mo. 
Under sponsorship of the Southwestern Merchandise 
Exhibitors, Inc., the show occupied four floors of the 
hotel and displayed the lines of over 40 exhibitors. 
Order-taking was substantially higher than last year, 
regardless of price rise. Interestingly, a factor in this 
was the presence of ‘‘many better merchants” in the 
area, attracted to the expanded show for the first time. 


* * * 


WoopEN NOVELTIES were among the best sellers at the 
Kansas City show, due in part to the fact that they con- 
stituted a larger proportion of show wares than here- 
tofore, but also due to the fact that greater virtuosity 
was shown in this medium, especially as replacement 
merchandise for lines preempted for defense needs. 
Pottery, glass novelties and figurines led the best seller 
list. 

* * #* 

Kansas Ciry AREA, incidentally, reports the Fall 
market as only beginning to feel the up-thrust of de 
fense money circulation, with the peak expected after 
larger projects for defense are under way this month. 
Agricultural income, however, is reported already at 
record peak. 

* * * 

LEATHER PRopuCcTSs of all types should be watched by 
jewelers this Fall as they afford excellent opportunity 
as defense-free profit makers. Rolf’s, a division of 
Amity Leather Products Co., West Bend, Wis., announce 
greatly increased advertising effort on their part back- 
ing their full line of leather goods and novelties. Last 
year the organization conducted a year-round campaign 
in Saturday Evening Post. The new, expanded program 
calls for added publications, among them Madamoiselle, 
plus the use of color and “bleed” space, especially 
designed to stimulate sales of the newly-designed, color- 
stvled line of ladies’ accessories, under the trade name, 
Rolf’s La Garde. For men, the advertised feature will 
be Rolf’s “director” billfold. All Rolf products are 
adapted to retail jeweler merchandising. 


* * * 


New sHowrooms have been opened on the 15th floor, 
212 Fifth Ave., New York, by the Cambridge Glass Co., 
well-known manufacturers of a full line of crystal stem- 
ware and art pieces. The company held a preview of 
the new showrooms with a cocktail party, Sept. 25. 

* * * 

A STRONG ADVERTISING campaign will be waged this 
Fall by American Art Works, Coshocton, O., which will 
feature the company’s well known lines of “Social 
Supper Trays” and “American Art Ware.” [louse 
Beautiful, House & Garden and Ladies’ Home Journal 
will be used. 
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year ’round. 


Underwood Portable Typewriters 
are built by the master craftsmen 
who have given the business world 
more than 5,000,000 office size 
Underwood Typewriters. 


IT’S POLITE TO POINT TO PROFITS 


Pardon us for pointing. But...now is the time to think 








of Christmas profits. Underwood Portables assure alert 


Dealers of ample profits at Christmas — as well as all 


Underwood Personal Typewriters are backed by 
national advertising, reliable service, smart promotion 
and these factors all add up to one important word for 
you, Mr. Dealer... PROFIT! 


We repeat, now is the time for 
all good Dealers to get ready for 
Christmas profits. For details of 
Underwood Portable Dealership 
plan, write... NOW. 


UNDERWOOD PORTABLE TYPEWRITERS 


MADE BY THE TYPEWRITER LEADER OF THE WORLD 


























A MODEL FOR Portable Typewriter Division 

SVERY NEED UNDERWOOD ELLIOTT FISHER COMPANY 
A PRICE FOR ONE PARK AVENUE, NEW YORK, N.Y. 
EVERY PURSE Sales and Service Everywhere 
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Jewelry Tax 
Begins October 1 


Watches, Clocks, Silver and Jewelry, With No Price Exemptions, 
Subject to 10% Retail Sales Levy Under New Revenue Law; 
Trade Narrowly Escaped 15% Floor Tax 


With the final enactment by Congress 
of the new revenue act, and its signing 
by the President on Sept. 20, the cloud 
of uncertainty as to its future tax status, 
which for months has been hanging over 
the jewelry industry, was finally dis- 
pelled. 

Jewelers may or may not approve of 
the new tax, but at least they now know 
where they stand, and can plan their 
future course with more certainty than 
has been possible for many weeks. 

As probably everyone in the industry 
knows by now, the tax upon jewelry and 
allied articles under the new law is a levy 
of 10 per cent upon retail sales, to be col- 
lected from the customer by the retailer, 
and in turn transmitted by him to the 
U. S. Treasury. The complete text of 
the section dealing with the jewelry tax, 
together with a full explanation and in- 
terpretation of its provisions, will be 
found on pages 50 and 51 of this issue. 

Developments leading up to the final 
enactment were sudden and dramatic. 
As reported in previous issues of Jewe- 
ERS) Crrcutar-Kerystronre. the House of 
Representatives where the measure orig- 
inated, had passed the bill with the jew- 
elry tax provisions in substantially their 
present form, and sent it to the Senate, 
where it had been referred to the Finance 
Committee which had concurred in the 
proposal for a tax of 10 per cent on re- 
tail jewelry sales. and recommended its 
adoption by the Senate. 

However, in the course of the consider- 
ation of the bill on the Senate floor. 
Senator Bailev of North Carolina offered 
an amendment changing the levv to one 
of 15 per cent on sales by manufacturers, 
producers and importers—a suggestion 
that was opposed by members of the Fi- 
nance Committee on the ground that it 
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Text of law on Page 50 of this issue. 


would raise less revenue than the 10 per 
cent retail tax, and also that it would be 
more open to evasion and more difficult 
to administer equitably than a retail levy. 
Senator George, Chairman of the Finance 
Committee, also pointed out that under 
a manufacturers’ tax, large stocks of 
goods already in the hands of whole- 
salers and retailers would escape taxa- 
tion unless a floor tax on such stocks 
were also imposed. 

Senator Bailey’s suggested amendment 
was then further amended to add a floor 
tax of 15 per cent on all goods in the 
hands of the wholesalers or retailers on 
Oct. 1, and the Senate adopted the re- 
vised amendment. 

Consternation over the effects of this 
proposal ran like wildfire throughout the 
jewelry industry as the news of the floor 
tax spread, and jewelry trade organiza- 
tions saw to it that the trade was quick- 
ly informed. Leaders of the minority 
faction that had pooh-poohed the idea 
that a manufacturers’ tax would entail a 
floor tax found themselves in the embar- 
rassing position of being obliged to eat 
the words that they had so vociferously 
declaimed only a few days before at the 
Chicago convention, when they charged 
that fears of a floor tax were without 
foundation and that any suggestion of 
the possibility of such a tax was only 
scare talk designed to frighten jewelers 
into support of a retail tax. 

The floor tax was no longer a mere 
danger, imaginary or otherwise, it was 
a bitter actuality—a heavy and confisca- 
tory burden on the stock in trade and 
the capital of every retail jeweler, large 
or small, throughout the nation. Some- 
thing had to be done, and quickly. 

Fortunately, one chance still remained. 
The jewelry section was only one of sev- 


eral things in the new revenue bill on 
which the House and Senate had differed, 
and therefore the bill had to be referred 
to a joint Conference Committee com- 
posed of representatives from both 
houses for the purpose of drafting a 
compromise version upon which both 
houses would agree. If the floor tax 
could be eliminated in the conference, 
the day would be saved. 

The industry promptly went to work. 
Leaders of every group hurried to Wash- 
ington to put the case before Senators 
and Congressmen, especially the mem- 
bers of the joint conference. Telegrams, 
long distance telephone calls, airmail let- 
ters to the conferees explaining the ir- 
reparable damage that would be done to 
the jewelry industry by a 15 per cent 
floor tax poured in from every section of 
the country, as jewelers learned of the 
measure and realized what it would mean 
to them. In one day alone more than 
30,000 telegrams of protest were deliv- 
ered to members of Congress, Senator 
George alone receiving over 2400. 

Labor in jewelry manufacturing plants 
joined the chorus and made itself heard 
in no uncertain terms through its Wash- 
ington representative. 

In the face of such an overwhelming 
and spontaneous demonstration the con- 
ference could not well follow any other 
course than to rescind the obnoxious floor 
tax which of course meant reverting to 
the original proposal that the levy be 
placed on retail sales. But the argu- 
ments for a reduction to a rate of 5 per 
cent fell on deaf ears. It was enough, 
the conference seemed to think, to change 
the base from the floor and manufactur- 
ers’ tax to the sounder principle of a tax 
on retail sales without lowering the rate 
from the House of Representatives’ ver- 
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sion, and the compromise bill was re- 
ported out with the jewelry tax fixed at 
10 per cent of retail sales. 

Official enactment of the law after the 
conference report was largely a formal- 
ity. The committee made its report on 
Monday, Sept. 15; the Senate passed the 
revised measure without debate on Tues- 
day, the 16th, and the House did like- 
wise on the following day. The President 
signed the measure at Hyde Park on Sat- 
urday, Sept. 20, making the new revenue 
act the law of the land as of Oct. 1. 

The industry had not succeeded in 
achieving all it sought, but relief at 
escape from the 15 per cent floor tax was 
so great that disappointment within the 
trade over the relatively high retail per- 


centage was softened. It had been a 
narrow escape from disaster, and while 
no one can fee! very joyful over the pros- 
pect of a 10 per cent tax on sales, at 
least it is the lesser of the two evils. 


The saving of the day at the eleventh 
hour was not due to the efforts of any 


one individual nor even any group or sec- 
tion within the trade, but to strong 
united action by an aroused industry. 
Everyone did his bit, whether large or 
small, and to try to single out any per- 
son or persons for special commendation 
would be unfair to the many, including 
the great rank and file, who played their 
part, whatever it might be, just as well 
and just as effectively as those who were 
in the limelight. 


Manufacturers to Re-Price Lines to Include New Tax 


A meeting was held in New York, 
Wednesday, Sept. 24, attended by the 
Jewelry Industry Tax Committee, offi- 
cers of ANRJA, NACJ and other retail 
jewelry groups and leading manufactur- 
ers of nationally advertised and price 
tagged jewelry, for the purpose of dis- 
cussing and deciding upon methods of 
handling the collection of the jewelry tax 


in the retail store. 
Evidence presented by retail repre- 
sentatives, including formal resolutions 


adopted by ANRJA and many state and 
local associations, as well as views gath- 
ered by polls conducted by individual 
manufacturers themselves, all showed an 
overwhelming preponderance of retail 
jewelers in favor of including the new 
Federal tax in the selling price of the 
article as permitted by the new law. 

Manufacturers present —and_ practi 
cally all of the leading makers of adver- 
tised and price-tagged lines were repre- 
sented — expressed themselves as being 
anxious to cooperate in handling the 
matter in whatever way would be most 
acceptable to the retail trade. 

All manufacturers present or repre- 
sented were individually polled for an 
expression as to the policy which they 
would adopt in the handling of that 
question, and almost unanimously they 
pledged themselves to adhere to the 
policy prescribed. 

The only exceptions were three or four 
manufacturers of popular priced jewelry 
and none of these refused their cooper- 
ation, but only postponed their decision, 
asking for a little time in which to give 
the matter further consideration because 
of some of the practical problems in- 
volved in connection with advertising, 
circulars and catalogs already issued. 

At one stage of the discussion, a sug- 
gestion was advanced that the adjust- 
ment might be postponed until Jan. 1, but 
it was the practically unanimous opinion 
of the meeting that whatever adjustment 
was made should be made effective with 
the beginning of the tax on Oct. 1, and 
the recommendation was adopted accord 
ingly. 

Jewelry manufacturers will start im- 
mediately to have new catalogs, price 
lists and price tags, which will include 
the Federal tax, printed and distributed 
for the re-tagging of goods already in 
dealers’ hands, and will tag future ship- 
ments with the new prices starting as 
soon as the new price tags can be 
secured. 

In the case of merchandise not price- 
tagged and not price-advertised by the 
manufacturer, and on which the dealer 
states his own prices, it will, of course, 
be necessary for individual retailers to 
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accordance 
may decide 


do their own 
with whatever policy 
upon for their stores. 


August Wholesalers’ Sales Up 53%; 
Stocks Higher Than Last Year 


Thirty-six wholesale jewelry firms, re- 
porting in the Current Statistical Service 
of the Bureau of the Census, Dept. of 
Commerce, had sales of $2,121,000 during 


re-pricing in 
they 


August, which were 53 per cent more 
than in the same month of 1940 and 48 
per cent better than in the previous 


month of July, 1941. 

The sales of these same firms were 45 
per cent better in the first eight months 
of the year than in the same 
1940. They aggregated $16,156,000. 

Twenty-one firms showed inventories 
an average of ten per cent higher in 
August than in August, 1940. They 
averaged three per than in 
July. 

Twelve wholesalers in the Middle At- 
lantic states reported their August sales 
an average of 66 per cent better than in 
August, 1940. A like number in the East 
North Central states were ahead by 42 
per cent, and their August sales were 67 
per cent better than in the previous 
month. 


cent less 


Second-Hand Watches and Clocks 
Must Be Labeled in West Virginia 

West Virginian citizens are the latest 
to be protected against having second 
hand watches pawned off on them as 
new ones. The state’s new second-hand 
law, passed at the last session of the 
legislature and taking effect last June, 
is more comprehensive than earlier laws 
of similar nature, passed in other states, 
in that it covers in addition to watches, 
“clocks and other instruments for keep- 
ing time.” 

While the second-hand watch laws of 
other states require that labels be 
marked “second-hand,” the West Vir- 
ginia legislation allows in addition to 
this term one of the following, “Used,” 
‘““Rebuilt,’’ “Repossessed,” “Recon- 
structed,” or “Reconditioned,” as_ the 
case may be. 

Punishment for the first offense is a 
fine of not less than $25 or more than 
$100, with stiffer fines and jail sentences 
indicated for subsequent offenses. 


Platinum Price Unchanged 

The platinum price has remained un- 
changed for some time and pure plati- 
num = quoted at $36 per ounce, on 
Sept. 25. Platinum containing 5 per cent 
ruthenium was quoted at the same figure. 








2 QUICK-SELLING 
BIG-PROFIT ITEMS 


You Can't Beat ‘Em 
For Xmas Leaders 








period of 


—-BRAXTON-— 


BELTS 


"The Only Belt in the World with 
DOUBLE-COMFORT Feature’ 


Patented Inner 
Lining Prevents 
Slipping 





Black or brown calf per doz. 24.00 


Pigskin per doz. 27.00 





BUCKLES 


beautiful but masculine to make a 


gift of surpassing appropriateness__ 
. and increasing popularity with 


those who prefer the best. 


Heavy silver tongue buckles with 


assorted shields for monograms 


$4 8 to $30 per dozen 
TIE CLASP AND BUCKLE SETS 


Cavalier sterligg silver and gold 


filled. In metal gift boxes. Per 


doz. sets SPY to 53G 


SALESMEN: 


write us for 











great money- 


making line 


BRAXTON DIVISION 


QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, OHIO 
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Percival 


is Oroud 
| of ELGIN'S 


distinguished 
New Line! 


When things Ameri- 
can are the things 
your customers will 
want, you will offer 
them this full line of 
new AMERICAN- 
MADE ELGINS. 


We are proud to be 
headquarters for this 
line. You know the 
House of Percival will 
give you the service 
you have the right to 


expect. 


0.0.Perrivals Cn. 


Iucorporated 


ESTABLISHED 1864 


373 WASHINGTON STREET 
BOSTON 


Massachusetts 


No goods at retail 
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JEWELRY SALES AVERAGE 39 PER CENT GAIN 


BB NON-REPORTING AS 
Aaa el Ve 





Tir ACCOMPANYING MAP shows in percentages how independent jewelry store sales 
during August, 1941, compared with business done in August, 1940. On the basis 
of reports from 851 stores in 33 states, the amount of business done in August was 
39 per cent larger than that of August, 1940. 


Thus the current betterment over the 
same period of last year continues in 


| about the same impressive proportions 


in recent months. June’ exceeded 
June 1940 by 36 per cent, and July ran 
ahead of July, 1940 by 40 per cent. 
Sales in August exceeded those of the 


as 


| preceding month by 14 per cent. 


Indiana jewelers were at the top of 
the industry’s sales performance, with 
an average gain of 67 per cent over the 
same month a year ago. Connecticut and 


o> 





performance by gaining 49 and 46 per 
cent. In the states of Ohio, Missouri, 
California and Kansa& there were aver- 
age increases of more than 40 per cent 

City comparisons, August, 1941, over 
August, 1940, follow: Chicago, plus 33 
per cent; Los Angeles, plus 39 per cent; 
Portland, Ore., plus 36 per cent; St. 
Louis, plus 50 per cent; San Francisco, 
plus 17 per cent, and Seattle, plus 54 per 
cent. 


















































































































Arkansas jewelers averaged gains of 
53 and 52 per cent over August of Source: Current Statistical Service. 
1940, with Washington and Michigan Bureau. of the Census, Washington, 
jewelers doing almost as sensational a D.C. E. J. Engquist, Jr., chief. 
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RETAIL JEWELRY SALES 
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JULY EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 
(1923-1925—100) 


July July July July July July July 

1935 1936 1937 1938 1939 1940 194] 

Jewelry 72.1 74.4 88.9 74.3 87.0 93.2 109.9 

Silverware & plated ware 54.4 49.6 65.8 52.6 62.6 63.2 83.2 
Clocks, watches & time record- 

ing devices 78.6 90.1 100.8 73.6 79.8 90.1 117.6 

(Source: U. S. Buréau of Labor Statistics.) 
The Bureau of the Census reports that clocks, watches, materials and parts, 


886 jewelry establishments producing 
precious metals expended $34,596,938 in 
1939 for materials, supplies, fuel, pur 
chased electric energy and commission 
and contract work. 


Costs for 74 establishments making 


except watch cases, were $35,204,008. For 
82 establishments producing jewelers’ 
findings and materials the total cost was 
$14,493,387. The cost for 132 establish 
ments making jewelry was reported at 
$6,478,978. 
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Jewelry Manufacturers Hopefully Look to Washington 
For Enough Base Metals to Continue Operation 


The pall of doubts and fears which 
has been hovering over the jewelry man 
ufacturing industry of New England as 
to its future after the new year, while 
not dispelled, has been penetrated by a 
few rays of hope, which augur well for 
an easing of the base metal situation. 

This hopefulness is based largely on 
the premise that while the Federal ad 
ministration is now on an “all-out for 
defense” policy, with the “business as 
usual” school of thought dead as a dodo, 
it is most unlikely that it would permit 
whole industries, or even entire commu 
nities, to be starved out of existence for 
want of raw materials. 

Recognition has already been given by 
responsible men in the defense set-up to 
the urgency of finding means of giving 
at least limited quantities of materials to 
industries serving civilian needs. 

Makers of business machines recently 
won for themselves a favorable priori 
ties rating by pointing out to the proper 
Washington agency that with the tre- 
mendous increase in “paper work,” type- 
writers, comptometers and similar oflice 
equipment are just as essential to the de 
fense effort as tools and dies. 

By the same line of reasoning, the 
jewelry industry can make for itself an 
even stronger claim for some of the base 
metal it needs for its continuance, for 
while its products are almost entirely for 
civilian use, the employment of thou 
sands of workers hinges on the procure- 


ment of relatively small quantities of 
metal. 
As a case in point, one New York 


manufacturer of watch attachments, who 
was one of 6000 manufacturers recently 
surveyed by the Chamber of Commerce 
of the United States, told that unless his 
firm can get about 20 lb. of a stainless 
steel wire, valued at about $40 and essen- 
tial to his product, it will become neces 
sary to lay off some of its 350 employees. 
The stainless steel wire used as springs 
cannot be replaced by any substitute, for 
as soon as the springs corrode the article 
becomes useless. 

Few industries are in as good 
tion to urge the release of vital supplies 
to it as the jewelry industry, where a 
little bit goes such 2a long way. The ratio 
of man hours used in fabrication and the 
value added by manufacture to the 
quantity and value of the base metals is 
extremely great. From the point of view 
of the Federal ‘Treasury it should be evi 
dent that such a source of 
should not be allowed to dry up. 

One jewelry manufacturing 
typical of many in the field, revealed to 
this publication that its annual normal 
consumption of base metals is approxi 
mately as follows: pure nickel and nickel 
silver, 30,000 Ib.; brass, 5000 Ib.; stain 
less steel, 15,000 Ib., and tool steel, 1000 
Ib. The wholesale value of the 
manufactured by this firm is well over 
$2,000,000 annually, its annual taxation 
well over $50,000. This does not take 
into account the sizable sum which will 
be realized by the new 10 per cent tax 
on the retail price ot this merchandise. 
The firm employs between six and seven 
hundred people. 

William <A. Shaweross, 
chairman of the Rhode Island Industry 
and Production Division of the State 
Defense Council, offered this message to 
the industry on Sept. 13: 

“Basic materials will be depleted by 
the first of the year. The industry was 
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goods 


Providence, 
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actually threatened, but I have been as 
sured by Francis L. Trecker of the OPM 
in Washington that it is not the purpose 
of the Government to ruin small indus 
tries and that the so-called little fellows 
in the jewelry business will be able to 
get supplies. 

“This means the Government will see 
that copper and brass are allocated to 
this Attleboro-Providence area and that 
small plants can continue to 
after the first of the year.” 

About 3500 tons of brass will suf- 
fice its member manufacturers for the 
last five months of this year, the New 
England Manufacturing Jewelers & Sil 
versmiths Association learned in a sur 
vey of metal requirements. 


operate 


R-3385 


The New England platers, running 
currently at what is probably an all-time 
peak, are using 50 tons per month—be 
tween 600 and 700 tons a year 
This goes into optical goods and watch 
cases as well as into jewelry. 

The platers’ sales approximate $15, 
000,000 to S18,000.000 annually. Thev 
employ between 1500 and 1600 workers, 
but their products keep upwards of 20, 
000 people busy in fabricating them, to 
say nothing of many more thousands who 
handle the finished goods before they ul- 
timately come into the hands of the con 


of brass. 


suming public. 

If metal supplies should ever be cut 
off entirely in the industry it would seri 
ously affect a concentrated area within a 
10-mile radius of Providence city hall. A 
recent survey more than 21,000 
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Fine diamond mounted jewelry... 


newest designs . 


. obtained by 
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R-3025 


:¥ 
R-3358 


fortunate purchases... Now avail- 
able to responsible accounts on 
consignment . . . To supply your 
requirements on special calls. 
e t 7. 
Bracelets...Clips...Rings...Brooches 
...Watches...Charms...Necklaces 
...Tiaras...Precious Stones, Loose 
or Mounted... Antique Jewelry. 


PHONE...WRITE...WIRE 


RAYMOND ABRAHAMS 


551 FIFTH AVE., NEW YORK CITY 
PHONES: VANDERBILT 6-0457-8 
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Amerie “ SETTINGS 





MODERN SETTINGS 
CREATED TO ENHANCE 
THE SIZE OF THE 
DIAMOND. 







419 
One-Piece 
Setting 





420 
One-Piece 
Setting 


ONE-PIECE 
CONSTRUCTION 
. . NO SOLDER 


ADAPTABLE TO 
WIDE SHANK... 
OBLONG BASE 





CREATED and MANUFACTURED by 


AMERICAN SETTING CO. 


164 EMMET STREET 
NEWARK, N. J 
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| Woodbury Named President 
At lowa Jewelers Convention; 
Tax Matters Considered 


mw, ©: Woodbury, Newton, Ia., was 
elected president of the Iowa R.J.A. at 
| its 35th annual convention, held at 
Waterloo, Sept. 14 and 15. He succeeds 
Grant Dudgeon of Ames, Ia. 





Clifford Collins, Waterloo, Ia., was 
elected vice-president and William 
Joseph, Des Moines, Ia., was elected 


H. O. Woodbury, who 

succeeds Grant Dudg- 

eon as president of 
lowa R.J.A. 





secretary-treasurer. Directors chosen 
were Dudgeon, H. C. Kirkberg, Fort 
Dodge; M. E. Riley, Oskaloosa; Wal- 
lace Boyson, Cedar Rapids; Ike Fulks, 
Iowa City; and Mark Swacina, Marshall- 
town, la. 

Marshalltown, Iowa City and Des 
Moines are under consideration for the 
1942 convention. Final decision will be 
made by the board of directors. 

The Horological Association of Iowa, 
meeting in conjunction with the jewelers 
chose the following officers: N. B. Ban- 
ker, ILamoni, president; F. E. Adams, 
Boxholm, vice-president; and T, O. Dil- 
ges, Fort Dodge, secretary-treasurer. 

Sale of jewelry and kindred articles 
through army and navy posts was recog- 
| nized as a threat to private business in 

a resolution adopted by the association. 

In another resolution it was recom- 
mended that jewelers of the association 
display and sell only goods meeting the 


standards as set forth by the federal 
stamping act. This act provides that 
the type of gold used in a piece of 
merchandise be stamped on the article 
itself. 

It was also recommended that all 
manufacturers and wholesalers supply 


merchandise with retail price tags show- 
ing the advertised price plus the federal 
excise tax when the tax shall be enacted. 

C. I. Josephson, Moline, Tl., mid- 
western states vice-president of ANRJA, 
attended and discussed the jewelry tax 
bill which was under consideration by 
congress at the time. 


Rudolph Stores Conference 
Held at Adirondack Inn 


The annual outing and conference of 
the Rudolph Bros., Inc., jewelry firm, 
with headquarters in Syracuse, N. Y.., 
and stores all over the Eastern Seaboard, 
was held at The Adirondack Inn, Sacan- 
daga Park, N. Y., Aug. 31 and Sept. 1. 
B. G. Rudolph, president and M. H. 
Rudolph, vice-president, called two busi- 
ness meetings for discussion of fall and 
Christmas plans. The remainder of the 
time was devoted to golf matches and a 
baseball game between the Eastern and 
Western managers. A banquet and get- 
together for executives, employees and 
their families was held. 








Oregon Jewelers Protest 
Proposed Source, Floor Taxes; 
Rene Bloch Succeeds Al Molin 


At the 35th annual convention of the 
Oregon Jewelers Association held at 
Portland, Ore., Sept. 7-8, wires were sent 
to Washington protesting the proposed 
15 per cent floor tax to be assessed 
jewelers on top of the proposed 15 per 
cent seantine Terst tax. 

The Oregon Watchmakers’ license law 
which requires every watchmaker in the 
state to have a license was explained at 
the opening session by Jack Peare, a 
member of the state commission. At this 
same meeting a pearl gown valued at 
$10,000 was displayed during a talk by 
Joseph Goldstone on cultured pearls. 
Most of the Sunday sessions were taken 
up by routine reports with discussions 
on the state and national tax laws. 

The following speakers and their sub- 
jects were heard during the Monday 
meetings: 

“The New Jewelry Tax,” Stewart 
F. Lamb, Federal Internal Revenue 
Office; “The Jeweler and National Civil- 
ian Defense,” Joseph K. Carson, Jr., 
Inspector General of Civilian Defense 
for the Pacific Coast; “Oregon’s Mineral 
Wealth,’ Marshall N. Dana, Oregon 


Journal; “Jewelry Shopping from the 
Woman’s Angle,” Mrs. C. W. Robison, 
president, Portland Federation of 
Women’s Organizations; “Bezaleel or 
Beelzebub, Which,” W. J. Hindley, sec- 
retary-treasurer, Washington R.J.A.; 


“Credits and Collections Affecting Jewel- 
ers,” Bernard B. Cantor, manager, Ad- 


justment Department, Retail Credit 
Association; and “Here, There and 
Everywhere,” Edward N. Weinbaum, 
manager, Portland Retail Trade Bu- 
reau. 


Rene Bloch, of the Dan Marx Jewelry 
Co., Portland, was elected to the presi- 


Rene Bloch, Portland, 
new president of the 
Oregon RJA 





dency, succeeding Albert Molin, also of 
Portland, who declined to stand for 
reelection after serving two terms. 
J. F. Gilray, Portland, was named first 
vice-president; Arthur Cohen, of Weis- 
field-Goldberg, Portland, second vice- 
president, and Rene Rueff, Portland, 
secretary-treasurer. 

The executive committee of the Wash- 
ington State Jewelers attended the con- 
vention, reciprocating the visit of the 
Oregon jewelers to the Washington con- 
vention at Tacoma, last April. Those in 
the mission were: Harry F. Arold, Jr., 
Seattle, president of the Washington as- 
sociation; Dr. W. J. Hindley, Edmonds, 


secretary - treasurer; Simon Burnett, 
Seattle; Louis H. Burnett, Tacoma; 
William H. Malncke, Tacoma; H. W. 


Guthrie, Pullman, and Jerry F. Cundiff, 
Walla Walla. 
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Jersey Jewelers Make Plans 
To Revitalize Association 
At Atlantic City Convention 


Gathering at the Hotel Ambassador, 
Atlantic City, on Sept. 7 and 8, the New 
Jersey Retail Jewelers Association gave 
the majority of their time and attention 
to two outstanding questions. First was 
the vital subject of the jewelry tax which 
just two days before the Senate had re 
vised to a 15 per cent manufacturers’ 
tax with a 15 per cent floor tax on re 
tailers’ and wholesalers’ stocks. Second, 
was the discussion of ways and means to 
increase the membership’s interest in 
the organization and make it more use 
ful to the jewelry trade of the state. 

The opening session, Sunday after- 
noon, which was devoted to a report and 
discussion of tax developments up to 
that time, concluded with instructions to 
the association’s tax committee to take 
whatever action seemed desirable and 
practical in seeking an amendment to the 
bill in the Senate and House conference. 
The business session of Monday after- 
noon dealt with proposals for reviving 
association membership and activities, an 
intense drive on which is now planned 
for the coming year. 

Monday evening’s banquet under the 
direction of Luella H. Koons, general 
convention chairman, was a pleasant, well 
attended affair, with an excellent dinner 
and entertainment and no speeches. It 
was followed by a treasure hunt in which 
successful contestants were awarded with 
many attractive prizes. 

A luncheon for members and guests 
was held in the “22” Club of the Am 
bassador Hotel on Monday noon and fol- 
lowing the afternoon’s business session 
the convention concluded with an infor- 
mal seafood supper and social evening. 


Pawnbrokerage Regulations 
Tightened in Albany 


The pawnbrokers’ licensing law in Al 
bany, N. Y., has been tightened by pas 
sage by the Council of an amend- 
ment which requires pawnbrokers to re- 
port in writing daily to the police all 


articles they have purchased during the 


preceding 24 hours. The list must be 
accompanied by the names and addresses 
of the persons from whom the articles 
have been purchased. Previously, pawn- 
brokers were required only to report 
articles on which loans had been made. 

The aldermen, at the time they passed 
this amendment, deferred until the next 
meeting action on an ordinance which 
had been introduced to regulate and li 
cense the business of second-hand deal- 
ers. Like the pawnbrokers’ licensing act, 
it is designed to assist the police in in- 
vestigating thefts. The closing of possi- 
ble outlets for stolen goods is a goal of 
the two acts. 


L. A. Jewelers Prospering in Honolulu 


Herman Siegel, president of Robbins, 
Inc., Los Angeles manufacturers, back 
from an extended sea voyage to the 
South Seas tells of meeting several old 
friends who were in the retail jewelry 
business in Los Angeles and now are 
prospering in Honolulu. He mentioned 
Nate Cornfeld, Henry Elston and Sultan 
Bros. A highlight of the trip was the 
entry of the De Gaulle governor as he 
took over the controi in Tahiti in a blood- 
less revolution. 
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Presenting. the new 


The Season's Sensation 


Made in rolled gold plate stock (shell 
and center piece) with non-tarnishable 
nickel back. Fully guaranteed. 


1) Cloisonne top, Pearl Signet—heart, round. 
or Imitation Cameo. Attractive patterns. 


In sets with Pendant to match 
with 12K G.F. Chain, hand- 
somely boxed . . . $3.75 each 
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TERMS: 2° 10 days, net 30 days 





SPECIAL PRICES ON GROSS LOTS 





Send for selection of our Men's and 
Ladies’ Stainless-back watch bracelets— 
various lugs and three-way ends. 
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V Ikine CRar 


BEAUTY THAT PREVAILS 
ORIGINAL CREATIONS 
in STERLING SILVER 
- 











Patent No. D119666 


ALBERT HORWIG 
maker of 
Vikine CRAFt1 
Bracelets 
Earrings 


71 Nassau St., N. Y. C. 
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In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 








The SCHUMER BROS. Co. 
5 E. 3rd St. (Walsh Building) 
CINCINNATI, OHIO 






CINCINNATI'S LEADING MANUFACTURERS 





Niemeyer Resigns Tax Leadership; 
ANRJA Committeemen to Speak 
For Industry in Revenue Problems 


Responsibility for handling all matter 
pertaining to the new jewelry tax has 
passed from the hands of the Jewelry 
‘Tax Committee into the hands of the 
newly-appointed executive committee of 
the American National Retail Jewelers 
Association’s ‘Tax Committee. 

The action follows the resignation of 
G. H. Niemeyer of Handy & Harman, 
Inc., who has given signal service to the 
industry through his ceaseless efforts as 
chairman of the Jewelers Tax Committee 
ever since its first meeting at Hershey, 
Pa., in July, 1941. 

ANRJA’s executive tax committeemen 
already named by President Von Unruh 
are all eminently qualified to carry on 
the second phase of the tax situation, 
each having been closely associated with 


| every move that has been made. 


The chairman will be James B. Dickey, 
who has been the tax expert of Tiffany & 
Co., world’s leading jewelry store, for 
many years. Wilson A. Streeter, of 
Bailey, Banks & Biddle, Philadelphia, 
who has been ANRJA’s spokesman on 
tax matters for some years, will be a 
member, continuing as chairman of the 
General Tax Committee. 

Mr. Von Unruh as_ president of 
ANRJA; Charles J. Michaels, Hartford, 
Conn., who is considered one of the coun- 
try’s leading credit jewelers, and Arthur 
J. Sundlun of A. Kahn, Inc., Washing- 
ton retailers, and chairman of ANRJ A’s 
Legislative Committee, are the other 
members. Several more key men in the 
retail trade will be appointed. 

ANRJA’s General Tax Committee, 
composed of about 25 men, which worked 


| hand-in-glove with the Jewelry ‘Tax 


Committee, is to be greatly augmented 
and may comprise as many as 450 of the 


| most active and representative retail 
| jewelers. 


The principal function of this commit- 
tee will be to compile a list of every es- 
tablishment, of whatever nature, selling 
any merchandise covered by the tax. This 
list will be furnished to the Treasury for 
its use in checking to see that every pos- 
sible outlet makes a tax return on its 
jewelry sales. A primer, containing ques 
tions and answers on all conceivable 
phases of the tax, is now being prepared 
by ANRJA’s officers for distribution 
about Oct. 15. While the tax takes effect 
Oct. 1, retailers have until Nov. 30 for 
making payment on their October sales. 

In announcing his resignation as the 
Jewelry Tax Committee chairman, Mr. 
Niemeyer stated that, while the proposal 
and formulation of any tax on jewelry 
was of vital interest to all branches of 
the industry, it is his belief that since 
Congress has enacted a retail sales tax 
retailers are now most directly con- 
cerned with its operation, for which rea- 
son a_ retailers’ committee should con- 
tinue the work. 


Central American Jeweler 
At Recent Trade Conventions 


Luis Granados, jeweler of San Salva 
dor, S idor, Central America, is a 
man of impulse. He doesn’t receive his 
copy of The Jewurers’ Circunar-Kery- 
stone until about the 20th of each month, 
and when he read a_ notice of the 
ANRJA-NACJ convention in the August 
issue, on Aug. 20, he immediately decided 
to attend, and arrived in Chicago on the 








25th. After circulating in the Chicago 
trade late last month he went to Detroit 
where he purchased a new car to drive 
back. 

When Senor Granados finished school 
he went to California and was associ 
ated with jewelers for four or five years, 
then established his store 12 years ago. 


7330 Retail Jewelry Stores 
Have 91°, of Industry's Sales 


Fifty per cent of all the retail jewelry 
stores in the United States account for 
91 per cent of the industry’s entire sales 
volume. 

Study of Census Bureau reports for 
1939 reveals that 7330 retail jewelry 
stores—almost exactly 50 per cent of the 
14,559 retail jewelry establishments—had 
combined sales of $327,328,000, or 91 per 
cent of the entire $361,595,000 sales vol- 
ume credited to the retail jewelry indus- 
try for that year. 

Of the entire number of jewelry 
stores, 14,019 were “independents” and 
540 were units in chain organizations. 


Watchmakers Hear Gemologist 


The St. Joseph Valley Watchmakers 
Association held a meeting in the Morn- 
ingside Hotel, South Bend, Ind., Sept. 
15, at which Harry Berg, South Bend 
jeweler and a_ registered gemologist, 
gave an interesting talk on “The Forma- 
tion of Gems.” The rejuvenated guild is 
“going to town in a big way.” An in- 
structive and interesting schedule has 
been planned for this winter, with Wil- 
liam H. Samelius, Dean of Elgin Watch- 
makers College, as guest speaker at the 
October meeting. 
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"Road Offices” in Principal Cities Proposed 
As Means of Averting Hold-ups of Gem Salesmen 


The tremendous loss, worry, ever-present threat of grievous injury and mounting 
insurance premiums as a result of the scores of armed hold-ups of gem salesmen on 
the road, which take place very year, especially in mid-western cities where they have 
become almost commonplace through the frequency of their occurrence, has finally 
led one diamond man to do something about it. 

In the following communication, which because of its manifest interest for many 
in the trade is being published in its entirety, Athos D. Leveridge, New York diamond 
importer, outlines a plan by which he believes many of these disastrous occurrences 


can be averted. 

The text of his letter follows: 
Editor, Jewelers’ Circular-Keystone 
Sir: 

The periodical recurrence of hold-ups 
involving high valuations in stones and 
jewelry and the safety of traveling 
tradesmen has become a problem no long- 
er to put aside with periodical grum- 
bling. Immediate action is now required 
in order that men who leave home to 
make a living in the service of jewelers 
throughout this country, shall not see 
their arduous calling made entirely un- 
profitable and too dangerous. Again, the 
outlaws have struck twice in one week, 
in different cities, holding up men never 
before threatened. Urgent suggestions 
from insurance companies brought a 
dozen or more travelers, myself included, 
back to New York on Sept. 20. We were 
in the midst of fall business upon which 
we depended to make our year profitable. 

Conversations I held with some of the 
retailers and others in cities where hold- 
ups occur indicate that many served by 
the travelers do not seem to realize that 
they have a stake in the protection of 
these men and their wares. Always, more 
people have called on jewelers in an ef- 
fort to sell them, than it was convenient 
or necessary to receive. It is no wonder 
that the receiving jeweler finds it hard 
to imagine that if certain conditions are 
permitted to continue, prohibitive premi- 
ums and insurance restrictions may pre- 
vent all lines of value from being shown 
in their establishments. Only those 
strong enough to risk going uninsured 
would travel. Prices, uninfluenced by 
competition, would result, together with 
inadequate selection. Then the jewelers 
from north, south, east and west would 
have the expense of traveling to market. 
Large bulk purchases would be_ neces- 
sary, with inability to shape one’s stock 
as changing sales conditions required. 
Important (and unimportant) depart 
ment heads find a specified hour or two 
each day too much for them. But they 
would be obliged to leave home a week 
at a time, several times a year, with less 
satisfactory results. 

A separate buying room in the store, 
properly equipped and safeguarded, but 
close enough for the department head to 
look over his caller’s line, without being 
out of touch with his own customers was 
once the dream of the traveling salesman. 
Such cooperation would prevent the im- 
promptu congestions on the sales floor 
that are as exasperating to the traveling 
salesman as to the retailers. But with 
present crime conditions, even were such 
facilities to be provided, the hazards 
would still be too great for the man who 
must carry valuable jewels into one store 
after the other. 

After decades of working throughout 
the danger zones, under all conditions, in 
contact with most of the well-known 
traveling tradesmen and important jew- 
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elers, I offer a plan. It will meet with 
the skepticism accorded any plan for or- 
ganization and cooperation. Our indus- 
try is notoriously famous for its efforts 
not to get together, with one excuse or 
another. Therefore, no proposal, no mat- 
ter upon how much experience based, nor 
how well approved by some noted jewel- 
ers as well as traveling salesmen, can 
provide more than a starting point for 
discussion and correction, from which a 
course generally acceptable can be set. 
But we must make that start here and 
now and not let go until decent safe- 
guards and conditions in our very infor- 
mal industry are adopted. At the very 
least, it can stimulate others to offer 
plans, no matter how different from the 
following: 

It is proposed to form an organization 
in which will be eligible every reputable 
salesman or tradesman traveling with 
mounted jewelry or precious stones. This 
organization shall maintain in each city 
containing sufficient important trade, a 
“Road Office” or hotel suite containing 
private sub-divisions in which buyers 
may inspect their lines. The “Road 
Office” suite shall ccntain the necessary 
safeguards for life and property, includ- 
ing either electric protection and/or 
detectives which cities are now furnish- 
ing without charge Individual lock 
boxes in a protected safe would be used. 
The “Road Office” shall have proper 
daylight for inspecting jewels and facili- 
ties for making appointments and for 
correspondence. Nobody will be admit- 
ted to the premises without appointment. 
Special armored car will make _ early 
morning delivery to the office for stocks 
expressed from a previous city, obviating 
necessity of carrying same to hotels and 
stations or en route. Express and mail 
pick-up will be provided. 

The number of tradesmen paving dues 
to the association will make the indi- 
vidual contribution very small. The 
equitable division of the expense of the 
premises would be controlled as follows: 

In addition to annual dues, each mem- 
ber will be assessed, at the end of a year, 
a small, fixed fee for each day he made 
use of an association “Road Office.” 

The size of the premises and number 
of sub-divisions required can be figured 
from experience statistics furnished by 
all members. It is not at all unlikely 
that the entire cost would be more than 
made up for either by contributions 
from the various underwriters of insur- 
ance or a reduction in premiums on that 
part of policies covering travel risk. 

I recognize the sincere effort of Chi- 
cago jewelers in obtaining for travelers 
the convoys of armed detectives, in their 
belief that it might hold the solution to 
the problem. Several men have availed 
themselves of the protection for one rea- | 
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For more than forty years we 
have earned and held our repu- 
tation as “Stone Headquarters” 
for the industry . . . Our stocks 
of stones—featuring those of 
current vogue—are always kept 
up to the minute. Our staffs 

located in three well-manned 
offices—are trained and pledged 
to render the speediest of intelli- 
gent service including Stone Cut- 
ting and Encrusting. So phone, 
write or wire your needs for 
anything in stones from Ame- 


thyst to Zircon. 


@ 2 Generations of Service 


@ 3 Convenient Locations 
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IMPORTERS and CUTTERS of 
PRECIOUS STONES and PEARLS 


610 FIFTH AVENUE 
NEW YORK 
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STONE HEADQUARTERS SINCE 1901 


Jobbing and Lapidary Depts.: 
71 Nassau St., N. Y. C. 
Providence Branch: 40 Fountain St. 
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Bids Cheerfully 
Submitted 


VARTANIAN & SONS 


608 Fifth Avenue 
New York 


| no safety in the long run. 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes Bar- 

rings, Cuff Links and Studs to match 
Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are _ distinctive and 
have sales appeal, 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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More feel that it affords 
All appreciate 
what the Chicago Committee has done. 
But in order that the jewelers should 
do their share in the protection of these 
men who serve them, and to make more 
orderly the handling of buying business 
on their own premises, and furthermore 
so that they do not risk a wholesale can- 
cellation of insurance policies which 
would make it impossible to have proper 
business traffic and choice of goods in 
their own cities, if is proposed that the 
jewelers will agree with the association 
of tradesmen not to look over or pur- 
chase valuable merchandise in their own 
stores, but confine their inspection to the 
quarters provided. And that the jewel- 
ers will further cooperate by devoting a 
reasonable amount of time to this work. 
There will be nothing to prevent the 
local jeweler from taking from this 


son or another. 


| “road office” to his store, on memoran- 
| dum, 


for further consideration, such 
merchandise as interests him. And no 
restrictions shall be placed upon such so- 
cial visits of traveling tradesmen to the 
store or such visits to discuss business or 
appointments as are agreeable to the lo- 
cal jeweler, so long as no merchandise is 
carried into the store by the traveler. 
Hold-ups in or near jewelry stores, or 
even in the streets, for that matter, have 


tomers of the retailer jittery, to the 
detriment of retail trade. Also, it makes 








MARGASITE JEWELRY 





Sterling Silver Marcasite Flower 


| Watch Pin made for 834 Ligne Move- 


a tendency to making nervous lay cus- | 


them less anxious to buy expensive pieces | 


of jewelry. 
It is suggested that, as the insurance 
feel an emergency exists now, 


| when the most important selling season 
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happens to be upon us, that all of those 
interested either in the above plan, or in 
a discussion of any plans, no matter how 
different, to improve the situation, com- 


municate at once with the Editor of the | 


Jewevers’ CircuLar-KerysTone or with 
me. A meeting can then be arranged 
promptly for the traveling tradesmen in 
New York City, and for jewelers in vari- 
ous cities at whatever time and place 
would be most practical for them. The 
important thing is, Action Now, without 
let-up, until effective protection and an 
orderly system is established. 

I respectfully ask the cooperation of 
such trade organizations of retail jewel- 
as the ANRJA and the NACJ in 


ers 


urging their members to work with their | 


friends (the traveling tradesmen and 
salesmen of the gem and gem jewelry 


industry) on this problem at once:—And | 


the cooperation of the many wholesalers’ 
organizations in helping our men to or- 
ganize. 

(Signed) Arnos D. Leverineg, 
Sept. 23,1941 607 Fifth Ave., New York. 


Canadian Jewelers to Raise Fund 
Of $100,000 to Buy 4 Spitfires 


Members of the jewelry trade in Can- 
ada have started a campaign to raise 
$100,000 to donate four Spitfires to the 
British Government. The drive is being 
conducted by the Canadian Jewelers’ As- 
sociation, headquarters of which are in 
Toronto. W. M. Birks, chairman of the 
board of Henry Birks and Sons, Ltd., is 
honorary chairman of the campaign. The 
campaign was started some weeks ago, 
with $50,000, the objective, but later the 
goal was doubled. 
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Send for 1941 Catalog 
showing our complete line 


KIMLER & DANIEL, INC. 
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ELECTRIC PRESS 
RUBBER MOULD 
VULCANIZER 





Thermostatically controlled 


@ Two heating elements, one above and 
one below 

@ Can be used on any 110 volt line 

@ Base and clamp of steel 

@ Much quicker than steam 
Vulcanizing 

@ Indispensable to jeweler making dup- 
licate wax patterns. 

Sine 4% by Cie". cies. $35.00 

a ae... eres $45.00 


JOBBER DISTRIBUTION 
Manufactured solely by 


BALLOON TIRE MOULD CO. 
527 Ceres Ave. 
Los Angeles, California 
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q Joseph Wechler, formerly at 542 Fifth 
\Ave., has moved to 608 Fifth Ave. 

q Gene Robbins succeeds Mrs. Ludlow 
ord as manager of the jewelry and 
diamond departments of L. Bamberger 
& Co., Newark. 

q Leslie McClanahan of the 
department of Bullock’s, large Los An 
geles department visited New 
York jewelry houses the middle of last 
month. 

q Arthur W. Muller, of J. R. Wood 
& Sons, Inc., attended the first meeting 
of the season of the Boston Study group, 
\.G.S., and spoke of the activities of 
the New York Guild and program plans. 
q David Field, for the past three years 


jewelry 


store, 


with the New York oflice of National 
Jeweler, recently assumed the position 
of business manager of the Star, Sun- 


day newspaper of Wilmington, Del. 


The Remembrance Ring Co., a divi- 
sion of Baden & Foss, Inc., 1 W. 47th 


St., has been organized to facilitate the 
handling of the new line of Miraculous 
Medal rings and photo rings. The de- 
mand for these rings has grown so great 
as to require a separate set-up for han- 
dling them. 

q Leo L. Leveridge, M.D., was married 
to Miss Jennie DeMauro, R.N., on Aug. 
21, under the trees at the Pompton 
Plains country home of the doctor’s 
parents, Athos Dy Leveridge, New York 
diamond man, and Mrs. Leveridge. 

q New Jersey members of the American 
Gem Society will meet this season with 
the New York chapter, according to a 
poll of the two organizations taken last 
month. Monthly dinner meetings will be 
held at the Winthrop Hotel, starting 
Oct. 9, with Dr. Frederick H. Pough, of 
the American Museum of Natural His- 
tory, as study leader. 

q Noel C. Scaffa, former New York pri 
vate detective who was noted for his 
sensational recoveries of stolen gems, 
died on Aug. 31, in a Philadelphia hos 
pital, after a heart attack. He had an 
uncanny capacity to recover stolen jewels 


when the police had reached a dead 
end, but local and federal authorities 
were suspicious of his ethics and one 
of the cases he handled finally led to 


his being sentenced to jail on a charge 
of perjury. He estimated that directly 
or indirectly, he had recovered more 
than $10,000,000 in jewelry. 

q C. E. Paskow, president of William V. 
Schmidt Co., gem importers and cutters, 
30 Rockefeller Plaza, who two years ago 
completed a round-the-world gem-buying 
trip, largely by air, last month returned 
from South America, where he purchased 
rough amethyst, topaz, tourmaline and 
quartz-topaz in substantial quantities. 
Brazilian cutters, he said, are now earn 
ing about five times the scale paid in 
Germany; old stocks of synthetic stones 
imported before the blockade are ex 
hausted and Brazil unable as the 
United States to acquire fresh stocks 
from abroad. 

q The Diamond Dealers Club, which has 
occupied quarters at 95 Nassau St. for 
the last several will take the en- 
tire ninth floor at 36 W. 47th St., after 
Nov. 1. Founded ten vears ago at 80 
Nassau St., this organization has 
about 500 members, of which 200 
have been added in the last two years. A 
further increase of several hundred is 
anticipated with removal to the larger, 


IS as 


years, 


now 
some 


FOR OCTOBER, 1941 


NEW YORK 


better located quarters. In addition to 
the ninth floor, the club has reserved two 
additional floors for offices of members. 
Officers are Max Jellinek, 576 Fifth Ave., 
president; I. Korta, 95 Nassau St., vice 


president; James Friendel, 95 Nassau 


St., secretary, and Morris Kossoy, 68 
Nassau St., secretary. , 

q The summer golf outing of the New 
York Jewelers Golf Association, held 


Wednesday, Sept. 10, at the Essex Falls 
Country Club, at Essex Falls, N. J., was 
attended by 48 members. After a day 
on the greens the golfers fell to a hearty 
dinner, which was livened up by enter- 
tainment. ‘There was also a noon lunch- 
eon. The affair was again a success large 
lv as a result of the efforts of Harry 
Clark, of Corbett & Bertolone, Inc., sec- 
retary-treasurer of the association for 
a number of years. G. H. Niemeyer, of 
Handy & Harman, Inc., president, was 
unable to attend due to his efforts as 
chairman of the Jewelers’ Tax Commit 
tee. The club which now has the names 
of about 75 leading figures of the metro- 
politan trade on its roster was organ- 
ized in 1919, and has held a spring and 
summer outing every year. 

Prizes were won as follows: Low net, 
all classes, Charles Staiger; runner-up, 
Clifford A. Miller; Class A, Maurice 
Spain; runner-up, Albert Betteridge; 
Class B, Arthur Kaye; runner-up, An- 
drew Lawlor; Class C. Milton Case, and 
guest prizes, Robert W. Clark and W. 
Gibson. 

q The attendance at the first Fall meet 
ing of the Horological Society of New 
York was so large that it was decided 
that it is more necessary to look 
for larger quarters. The present quar 
ters in the Engineering Society Bldg. 
were only taken about a year ago but 
have already been outgrown. President 
Andrew Park announced that the 76th 
annual banquet will be held at the Park 
Central Hotel on Washington’s Birth 
day. Henry B. Fried, corresponding 
secretary, outlined program plans. One 
to be held in the near future will be an 
“Information Please” type when the 
technical committee will be placed be 
fore the society and interrogated. Prizes 
will be given to those who submit ques 
tions which cannot be answered. Other 
programs will include lectures on wheel 


once 


cutting, heat treatment of metals, blue 
print reading, mechanical drawing, and 


After a discussion 
with one of 


aviation instruments. 
merits of affiliating 
associations a 
make a 


on the 
the national horological 
committee was appointed to 
study of the matter and report a 
gested action. Sandwiches and 
brought the evening to a pleasant close. 
The next meeting will be held ‘Tuesday 
evening, Oct. 7. 


Sug 


beer 


Sverdlik Again Heads Charity Drive 


More than 50 members and friends of 
the Jewelry Division of the New York 
and Brookiyn Federations of Jewish 
Charities held an all-day golf tourna 
ment at the Old Oaks Country Club, 
Sept. 12. Part of the business of the 
day was to discuss plans for this vear’s 
campaign in the jewelry trade on behalf 
of the 116 and other social 
agencies serving the metropolitan area, 
iffiliated with the two Federations. 


hospitals 
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The watch of world precision record 


NORMAN M. MORRIS 


WATCH CORP 
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STONE RINGS ENGRAVED 
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BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 
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DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 
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269 So. 9th ST. 
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Ladies’ 


STAR SAPPHIRE 


47th St. 
54 W. 47th St., NEW YORK 


ializing In 
and Gents’ 


NUM RINGS 
ABRAHAM 


Diamond Center 
















send a Sketch or Model 
of your invention for 


CONFIDENTIAL 
ADVICE 
FREE ffrernruve 


Pat. Off. 
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records searched 




























K.W. 507 


LADIES’ PLATINUM 


& GOLD MOUNTINGS 


Solitaire - Wedding - Fancy 


GENTS’ RINGS 
Plat. & Gold 


JOSEPH A. RICH 


frs. of Plat. & Gold Jewelry 
62 W. 47th ST 
NEW YORK, N. Y 








fill your every requi 





“JADE” 
‘The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 


rement. 


Cnvese Gems Ca. 


| 20 West 47th St. 


New York 
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* TO BOOST YOUR 
XMAS BUSINESS 


Write today for free s 
dramatic, two-color Xmas 
and you'll do a bigger a 
Christmas business. 


Le 
S. JSURNAMER CO.— 











LAY-AWAY * 
CIRCULARS 


now ready. Mail early—mail often 


ee ee ee ee 









ample of 
circulars, 


nd better 


370-7th Ave., N.Y. 








Original Hand-er 


30 Irving Place 





SPECIAL ORDER WORK 


afted Designs 


IN STERLING SILVER 


Address all inquiries to: 


PEER SMED, Silversmith 


New York City 
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Aaron Sverdlik, who has been in- 
timately associated with the leadership 
of the Jewelry Division for a long time 
will again head the campaign, this Fall, 
it was announced. 

Benjamin Lazrus was chairman of 
the golf tournament; Harry D. Henshel 
was treasurer and Milton Weill was in 
charge of prizes 

Low gross for the day was scored by 
Edward L. Stern, who carded an 81. 


Other prize winners included Abner 
Kolberg, second low gross; M. Fred 
Hirsch, kickers’ handicap; Mannie 
Abrahams, low net; Raymond Abra- 


Harry D. Hen- 
shel, senior low gross for men_ over 
fifty; Marvin Bruner, par on the 18th 
hole; Milton Weill, greatest number of 
pars; H. I. Kolberg, greatest improve- 
ment of second nine over first nine; 
Milton Zaidenberg, nine blind holes; 
Robert Ogush, low gross on first nine; 
Sam Donchi, low gross on second nine; 
and Benjamin Eichberg, low gross for 
men over seventy. 

Others present included Louis Aisen- 
Abelson, Louis Adels, 
Samuel Bamberger, Phil Beck, William 


Bernstein, Sylvain) Birnbaum, Albert 
Bookbinder, Sam Braun, Harry J. 
Bromley, Sanford Cohen, Morris 5S. 


Claar, Eddie Deneroff, Murray Ede! 
stein, Max Gershberg, Ernest S. Heller, 
Oscar Heyman, Eliot P. Hirshberg, 
Stephen Hofman, Robert Howard, Max 
Jacoby, James Kaplan, Dave Kay, Joe 
Klein, Benjamin Lazrus, S. Ralph Laz- 
rus, Les. McClanahan, Stanley Moser, 
Louis W. Nussbaum, Edward Peiper, 
Jack Podel, Saul I. Ritter, Bernard 
Robinson, Israel Roskin, David Weis- 
burger. 


No City Tax on Federal Tax 


Jewelers of New York City will not 
be required to collect the city sales tax 
of two per cent on the federal ten per 
cent tax on jewelry and all other mer- 
chandise subject to the federal levy of 
ten per cent after Oct. 1, it was an- 
nounced by Controller Joseph D. Mc- 
Goldrick following a conference’ with 
members of the city’s Law department 
and representatives of collection agen- 
cies. The new ruling requires that re- 
tailers must separately state on the bill 
the amount of the Federal tax in addi- 
tion to the purchase price of the article 
in order to avoid the tax on the tax. 


Wages & Hours Statistics 


Average hourly earnings during July 
were 67.1 cents in the clock, watch and 
time recording devices industry; 60.7 
cents in jewelry manufacturing, and 73.1 
cents in the silverware and plated ware 
industry, according to the U. S. Dept. 
of Labor. 

The average work week in July was 
38.5 hours in the clock and watch indus- 
try, 42.4 hours in jewelry and 42.1 hours 
in the silver industry. 


Udall & Ballou Changes Hands 


W. Waters Schwab and Rawson L. 
Wood last month announced that they 
d their interests in Udall & Bal- 
lou, 734 5th Ave., New York, to a group 
of purchasers headed by Max Getz, of 
Cincinnati, Ohio, who will operate the 
store as a high-grade credit jewelry es- 
tablishment. 





‘10 W. 47th S¥. 





Harrison W. Conrad Joins 
Graff, Washbourne & Dunn 


Harrison W. Conrad who has_ just 
been engaged by Graff, Washbourne & 
Dunn, silversmiths at 142 W. 14th St., 
New York, to have complete charge of 
the creation and distribution of its 
merchandise, is eminently qualified 
through his long service with the Gor- 
ham organization, with which he became 
identified in 1928. 

The engagement of Mr. Conrad is ex 
pected to mark the beginning of a new 
era for this silver house, which claims 
to be the oldest in New York state, 
having been founded in 1833. The busi- 


Harrison W. Con- 
rad, who leaves 
Black, Starr & 
Gorham to ac- 
cept a new post 
of responsibility 
with Graff, Wash- 
bourne & Dunn. 





ness was started by William Gale. The 
name changed to Gale, Wood & Hughes, 
later to Wood & Hughes and then in 
1899, to Graff, Washbourne & Dunn. 
Mr. Graff died in 1931, and Mr. Wash- 
bourne in July 1941, neither of them, 
nor Cleveland A. Dunn, the surviving 
principal of the firm, having family suc- 
cessors to continue the business. 

Mr. Dunn believes that in Mr. Con- 
rad he has the young, talented and ex- 
perienced man he has been seeking to 
infuse new blood into this old firm. 

Mr. Conrad, one of a group of young 
college men who some years ago joined 
the Gorham organization for training 
in the various phases of the sterling 
silverware industry, received his first 
knowledge of the trade at Gorham’s 
Providence plant. For about the last 
ten years he has been head of the silver 
department of the Black, Starr & Gor 
ham store on Fifth Ave., New York. 
Before assuming management of the de- 
partment he had served as buyer of 
silver novelties, toilet ware, crystal, 
china, antique silver and old Sheffield 
plate, and in the course of his duties 
traveled in Europe, particularly En- 
gland, France and the Seandinavian 
countries. 

In his new connection he will travel 
to the more important cities covered by 
the company’s business, and, subject 
only to Mr. Dunn’s approval, will have 
executive authority in the organization. 





A LINE FOR JEWELERS 


500 pieces of handmade sterling silver A particu 
larly good item for this season of the year is our 
animal name _ pins for children Twelve l'fferent 
animals with a child’s name pierced out of each 
$9.00 per dozen Send for a selection Catalogue or 


request, 
LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 














EXPERT HAIRSPRING 
VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
vice. A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
New York, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 























| They’re in the Army Now 








q Private Gilbert H. Rubenstein, of the 


taff of Raymond Abraham, New York 
diamond jewelry firm, was home from 
Fort Bragg, last month, on a furlough. 


Private Julian Adler, 
Jr., who was a sales- 
man for the Castle- 
berg National Jewelry 
Co., Baltimore install- 
ment jewelry firm, is 
now a specialist in the 
finance department at 
Camp Holabird, Md. 
He entered the Army 
on May 26. Mr. Adler 
is a graduate of the 
Harvard Business School 
with a master's degree 
in business administra- 
tion, received in June, 
1939. He graduated 
from Johns Hopkins 
University with an A.B. 
in economics in 1937. 


q Lt. Tom Hatcher, Jr., a son of 'T. D. 
Hatcher, jeweler of Fayetteville, N. C., 





has received his wings as a flyer at 
Maxwell Field, Ala., as a_ full-fledged 
pilot. 


Harold A. Wagner, 
until recently a dia- 
mond setter associated 
with Bauer & Mutsch- 
ler, 412 Clark Bldg., 
Pittsburgh, Pa., is now 
Private Wagner and 
stationed at Camp 
Croft, Spartanburg, ~ 
C., He is expecting 
to be moved shortly to 
Indiantown Gap, Pa., 
for special maneuvers 





q Edward Lilly, formerly connected 
with J. Engel & Co., Ine., 
wholesalers, is now training as a mem- 
ber of Co. B, Fourth Battalion, in 
Camp Wheeler, Va. 

q Dr. Edwin L. Gluck, Fred 
Gluck, of Martin Gluck and Son, Pitts 
burgh material house, has enlisted as a 
Flying Cadet in the Army. He _ will 
probably be stationed in the Southwest 
for training. 


Baltimore 


son of 


q Max Sussman, who before entering 
the ranks had been a foreman with 
Kobin Co., New York, watch strap 





manufacturers, is now. stationed = at 
Hdgts. Co. 108th Q.M.C. Regiment, 
Camp Robinson, Ark. 


Diamond Prices Discussed 


q Bryant Mather, Field Museum, who 
has been the leader in discussions at 
meetings of the Metropolitan Chicago 
Chapter of the American Gem Society, 
has been called to service in the Army 
Engineer Corps, so the discussion at the 
meeting on Sept. 22 


was led by Jean 


FOR OCTOBER, 1941 


Nichols, who had charge of the 


q James 


Kirk-Rich Dial Co. crystal shop in Los 

Angeles, has been inducted into the 

Army, but has not been assigned to his 
as vet. 


camp 


Corp. Peter Jaffe, son 
of Isaac Jaffe, of A. 
Jaffe & Sons, diamond 
jewelry house at 608 
Fifth Avenue, New York, 
finds singing a good 
diversion for his spare 
time at Fort Benning, 
Ga., where he is at- 
tached to Co. B, 8th 
Infantry 





q Pvt. Ralph D. Witkin, son of Jacob 
Witkin of J. Witkin & Son, and formerly 
employed by the New York manufactur 


ing firm as a jeweler, has been serving 


in the army for the past six months. He 
is attached to the 85th Engineer Bat 
talion at Fort Belvoir, Va. At present 


he is in Louisiana on maneuvers with the 
Second Army 


One of the Baltimore 
boys who have donned 
Uncle Sam's uniform 
and are now undergo 
ing a course of train- 
ing at Camp Wheeler, 
Va., is Bernhart Gor- 
don, who, before enter- 
ing the service, was on 
the staff of S. & N 
Katz, one of the lead- 
ing instalment houses 
in the city Mr. Gor- 
don is still a private, 
but there is every 
prospect that his fine 
bearing, and soldierly 
qualities will secure for 
him the  preferment 
which he seems to de- 
serve. Mr. Gordon is 
attached to the Fourth 
Training Battalion 





a Both sons’ of Robert M. Shipley, 
president of the Gemological Institute 
of America, are helping to “Keep Them 
Flying.” “Bob, Jr.” is a first “looie” 


with the Air 
Dayton, O., 


Wright 


where he _ is 


Field, 


engaged in 


( orps at 


specialized experimental work. He is 
also supply officer of his division. His 
younger brother, Edward, is now a 


supervisor in the Boeing 
tory in Wichita, Kans., where he 
on the newest type of Flying Fortresses. 
He had been employed for 
about a year in the Lockheed plant in 
Angeles. 


airplane fac 
works 


previously 


Los 


Teyaerts, diamond cutter recently ar 
rived from Belgium. He 
question of whether present 
prices are justified and moderately 
the affirmative side which seemed to be 
the concensus of opinion. The clinic fea 


discussed the 
diamond 


LOOK 


ture, conducted by President H. Paul 
Juergens, continued the tests of iden 
tifying and valuing stones. 
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LOW PRICED 
PEARL 
TUXEDO SETS 
BUTTONS STUDS 


— 


792P 





FRANK FLYNN 


93 Sabin St. Providence, R. |. 


DTN ES 
REFINISHED 





WRITE FOR 
REVISED 


SERVICE PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 





GOLD 
and 
SILVER 
PLATING 


Sliverware Repaired 
Equal to NEW 
Removing of Engravings 





(ben) 
( After) 


Sieenenilite & cee 
17 W. 45th St. 
New York City 

“23 years at the same 

address” 














Fine Gold .99975— 
JOSEPH SLOVES 


Assayers 
New York City 
NY-5R13-415 


Refiners 
149 Canal St., 


Lic. No. 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 











Improved Line 


Newark, N. J. | 
aul 


Our New 
18S Crawford St. 
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Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 
LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 





134 S. 8th Street Philadelphia, Pa. 








ELGIN & BELMAR 


ey ATCHES 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 
‘Wholesale Dictributoratothe Trade” 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘Your 
Future and Our School’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











7 IRNKILTON 
RNKI OF ARTISTIC 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON #iitavetenia 











BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 
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PHILADELPHIA’ 


POPPI pon AP OPIN 


q Among retailers in Philadelphia, last 
month, were S. Witt, of Wildwood, 
N. J., and David Schoonover, of Elmira, 
ee 

q Lewis Gibbons, of Fulmer & Gibbons, 
214 S. 12th St., was on a_ three-week 
western trip last month, traveling as 
far as Chicago. 

q Frederick Roseman, formerly associ- 
ated with stores in Detroit, New York 
and Boston, has been appointed general 
manager of the Hollander & Fleishman 
store at 11th and Chestnut Sts. 

q Philip Fox who had been with the 
House of Milner since 1926, has left the 
firm to engage in the diamond business, 
serving the jewelry trade only. Mr. 
Fox served his apprenticeship with 
several Pittsburgh jobbers. 

q Members of the board of directors of 
the Sansom Street Business Men’s Asso- 
ciation were to meet with President 
William Pickens, Sept. 23, to outline 
plans for the coming year. ‘The first 
general membership meeting is expected 
to be held early in October. 

q The firm of Bergan & Haggerty, 2454 
Kensington Ave., dissolved partnership, 


effective Sept. 15. The former partners 


are continuing in business individually, 
the store of Joseph J. Bergan at 2454 
Kensington Ave., and that of Francis 
A. Haggerty at 3701 Germantown Ave. 
q Wholesale jewelry sales for Central 
and Eastern Pennsylvania and Southern 
New Jersey dropped 31 per cent in July 
from the June figure, the Philadelphia 
Federal Reserve Bank reported in Sep- 
tember. The July, 1941, total, however, 
was 40 per cent ahead of that for July, 
1940, the bank said. Sales for the first 
seven months of 1941 were listed as 20 
per cent above those for the correspond- 
ing period a vear ago. 

q@ Members of the staff of the House of 
Milner, 728 Sansom St., were guests of 
Josef S. Milner, Sept. 14, on a fishing 
party to Fortescue, Del.. on Delaware 
Bay. In addition to good doses of sun- 
burn, the fishermen caught about 20 fish, 
the first one of which was hauled in by 
Hlerman Locke. Herbert Cozen caught 
the greatest number. Others in the party 
included Mr. Milner, Michael Orloff, 
Jacob Schuster and Irving Gaev. Jeweler 
friends along included Joseph Frantz, of 
708 Sansom St., and his son. 

4 Watchmakers of Allentown, Bethle 
hem and Easton were preparing last 
month to organize a guild for craftsmen 
in those three cities, according to H. R. 
Pedrick. of Philadelphia, vice-president 
of the Horological Association of Penn- 
svlvania. Mr. Pedrick received a letter 
from Walter F. Keck, jeweler and 
watchmaker of Allentown, indicating 
that the up-state horologists are ready 
to organize at an early date. Mr. Ped- 
rick, a past president of the Philadel- 
phia. Horological Guild, is expected to 
address an organization meeting in 
Allentown soon. Reports on the national 
convention at Duluth, Minn., in June 
were given by Mr. Pedrick at the Sept. 
9 meeting of the Philadelphia Guild. 
The speaker stressed the convention 
theme of membership in state and na- 
tional associations as the way watch- 
makers can improve conditions in their 
profession and work for state licensing 
laws. 


| 
| 
| 
| 


| 





Expect 1000 at Dinner-dance 
Of Eastern Pennsylvania R.J.A. 


With a program expected to outdo 
that of last year’s inaugural event, the 
Retail Jewelers’ Association of Philadel- 
phia and Eastern Pennsylvania will hold 
its second annual dinner-dance, 'Thurs- 
day, Oct. 16, in the Bellevue-Stratford 
Hotel, Philadelphia. 

Preparations are being made for 1000 
guests, according to Edwin S. Malmed, 
executive secretary. The dinner and 
dance will be held in the main ballroom 
and are to be attended by members, 
other retailers, manufacturers, wholesal 
ers and their wives and friends. 

More than 150 door prizes have been 
donated for distribution to the guests. 
An elaborate floor show has been plan- 
ned. After-dinner speeches have been 
ruled out in the interest of a merrier 
evening. 

Philip Kind, secretary of S. Kind & 
Sons, is chairman of arrangements with 
Myer Barr, of the Associated Barr 
Stores, vice-chairman. George Lyons and 
Ralph Huberman, past president, are in 
charge of entertainment. Other commit 
tee members include Jack Green, Milton 
Smith, Lester Smith, M. J. Coleman, 
Henry Herbst, Edwin Farnan, Sidney 
Weissman and A. Lester Sauter, trea- 
surer. M. Simon, president, will be 
toastmaster. 

Organized to combat unfair wholesale- 
retail and catalog house selling, the as 
sociation at this year’s dinner will be 
celebrating adoption of an industrial job- 
bing law by the last session of the Penn 
svlvania Legislature. 

The bill was sponsored by the associa 
tion and, according to Mr. Malmed, has 
received virtually 100 per cent support 
among Philadelphia industrialists and 
manufacturers. The association and 
affiliated groups, including the Philadel 
phia Trade Relations Council and Phila 
delphia Merchants’ Association, — last 
month sent letters to 7500 employers in 
the vicinity calling their attention to 
the new law. 

The letters pointed out, Mr. Malmed 
said, that the practice of a firm’s ob 
taining goods for employes at wholesale 
prices through the company’s purchasing 
agent or other means is now illegal in 
Pennsylvania. Many of the companies 
which responded to the letter expressed 
whole-hearted approval of the law, Mr. 
Malmed added, 


“Jewelry & Jewelers” is being pre- 
pared for fall distribution. The book 
let contains the current list of Registered 
Jeweler and Certified Ge mologist title- 
holders in the United States and 
Canada. It includes the Federal Trade 
Commission’s rulings and a condensa 
tion of the Better Business Bureau's 
advice to the public. 








sereages College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


. S) »Broad and Somerset Streets 
PHILADELPHIA, PA. 
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PROVIDENCE 


q Vincent Chapman, manager of N. E. 
division reporting department of the 
Jewelers’ Board of Trade, spent his va 
cation in Maine. 

q Gerber’s, with a store in this city, ad 
vertises that “in co-operation with the 
government we will not raise our prices 
until duly authorized.” ‘The firm is 
opening its fifth store in New Bedford, 
Mass. 

q Cohn & Rosenberger, manufacturing 
jewelers, received last month a contract 
for 130,500 enlisted men’s collar insignia 
“U.S.” with two numerals and 53,000 in- 
signia “U.S.” with three numerals, the 
total contract totaling about $9,281. The 
company in the past has received several 
similar contracts. 

q Employees of Silverman Bros. manu- 
facturing jewelers, have voted 290 to 
169 in a National Relations Board elec- 
tion to be represented by Local No. 8, 


International Jewelry Workers Union 
(AFL) as their collective bargaining 
agency. The union conducted a month- 


long strike at the Silverman plant a year 
ago. 

q August payrolls in the Rhode Island 
jewelry manufacturing industry jumped 
to $1,871,807, up 22.9 per cent from July 
and an increase of 42.1 per cent over 
August of 1940, the Federal Reserve 
Bank of Boston reports. The gain over 
July was the largest reported in the 
manufacturing field and reflected the 
fast manufacturing pace here. 

q A burglar who escaped in a hail of 
bullets stole several thousands dollars’ 
worth of jewels from the Attleboro home 
of Aldro A. French, president and trea- 
surer of the D. E. Makepeace Co., 
Attleboro, makers of plate for jewelry. 
Mr. French is also director of the First 
National Bank and president of the 
Attleboro Savings and Loan Association. 
q General creditors of Renfel Co., Inc., 
formerly operating as manufacturing 
jewelers at 7 Beverly St., will receive 
a first and final dividend of 22 per cent 
under a receivership report allowed by 
Superior Court Judge Philip C. Joslin. 
Co-receivers in their final report said 
that general creditors have claims total 
ing $17,045 against the firm. Assets of 
the company were sold time 
at auction. 


some ago 
q ‘Tilden-Thurber, leading Providence re- 
tail jewelry store, has come out with ad- 
vertisements in the local papers urging 
the public to buy now. The ad points 
to the fact that prices of jewelry, in- 
cluding diamonds are still low but so 
many circumstances point to likelihood 
of advances that the store’s patrons find 
it advantageous to buy now. Recom- 
mending that purchases be made now, 
the store offers its cooperation by hold- 
ing the selected merchandise until the 
buyer is prepared to complete the pur 
chase. 


Wallace Gets Big Defense Contract 


In line with the government’s effort to 
spread defense contracts to purely civi- 
lian industries, the Army’s Ordnance 
Department has awarded a $980,400 con- 
tract to R. Wallace & Sons Mfg. Co., 
Wallingford, Conn., for an undisclosed 
number of cartridge clips. 


FOR OCTOBER, 1941 


Wage & Hour Chief Announces 
New Record-Keeping Regulations 


Revision of the record-keeping regula 
tions under which 350,000 employers 
must keep payroll and other records con 
cerning more than 15,500,000 workers 
was announced, Sept. 15, by Gen. Philip 
B. Fleming, administrator of the Wage 
and Hour Division, U. S. Department of 
Labor. The new regulations in several 
instances simplify present requirements. 
In others, they call for the recording of 
additional information. They apply to 
all employers who have employees en 
gaged in interstate commerce or in the 
production of goods for interstate com 
merce, 

“Our requirements in the matter of 
payroll records are very simple,” 
General Fleming. “No special order or 
form of records has been required or is 
required in the new regulations. How 
ever, we must have accurate information 
on the number of hours employees have 
worked. Employers paying on a salary, 
piece work, or other production 
have in many cases failed to realize this.” 


says 


basis 


A new requirement of the regulations 
is that “each employer shall . . . preserve 
for at least two years from the last date 
of entry the originals or true copy of 
any and all customer orders or invoices 
received, incoming or outgoing shipping 
or delivery records, as well as all bills of 
lading, and all billings to customers 
(other than ‘cash’) which the employer 
retains or makes in the course of his 
business or operations.” Preservation ot 
these records is required to enable Wage 
and Hour inspectors to determine if the 
act applies at any given time. 


Minerals Yearbook Ready 


In response to unprecedented demand 
for comprehensive information on metals, 
nonmetals, fuels, and mineral products, 
from the mineral industries and from gov- 
ernment defense agencies, the Bureau of 
Mines has published its Minerals Year 
book more than three months in advance 
of last year’s date. The current edition 
was placed on sale by the Superinten 
dent of Documents early in September, 
at $2 per copy. The Yearbook provides 
public and private agencies concerned in 
national defense activities with a factual 
basis for policies, programs and action, 
and gives special consideration to min 
erals vital to the defense program 


Military Advertising Explained 


How advertisers properly may use 
photographs and illustrations depicting 
military and naval equipment and per- 
sonnel, or copy which implies use of 
product by soldiers and other references 
to the Army and Navy in advertising 
are discussed in a timely research bul- 
letin entitled “What Every Advertiser 
Should Know Before Implying That the 
United States Government or Its Per- 
sonnel Approves His Goods” which has 
just been released by the National Bet- 
ter Business Bureau, Inc., 405 Lexington 
Ave., New York. It may be had for 10 
cents in stamps. 





MOVE YOUR SLOW MOVERS 


otoO-s 


ELECTRIC TURNTABLE O 


Formerly $25.00 


Now 


$9.95 


With 16" table 


TURNS 3 REVOLUTIONS PER MINUTE 


8 to 18 inch tables 


CARRIES 200 POUNDS 


Cost to operate '/, cent per day 


MADE OF 16 GAUGE STEEL 


2 Ball Bearings 


Every made 
plant 
makes possible this 


low price. 


port 


in our own 


Alternating Current Only 
Guaranteed for 1 Year 


Write for Literature on Wide Variety of 
All Types of Turntables and Accessories 


GENERAL DIE & 
STAMPING CORP. 


265 CANAL ST., NEW YORK CITY 





ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 


2 W. 47th St. BRyant 9-0294 N. Y. City 

















250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 








22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 


Providence Rhode Island 





REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver 
smiths for jewelers’ use and resale 
Freight now prepaid in 

jeweler receiving full 100% profit 
REED & BARTON - Taunton, Mass 
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We’re too Busy to 
Write an AD! 


Because we are 
devoting all our 
time and energy to 
filling your orders. 
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fewelers. 


Z1 WEST 
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BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 


5 HOPKINS PLACE, BALTIMORE, MD. 











TERLING HOLLOWWARE 
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0 ee 


fi. G. Schult; Company 


423 E. Lombard St. 


Baltimore, Md. 





PEARLS FIT FOR A QUEEN ... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New York 
5 No. Wabash Ave Chicago 














qJ Frank Carter, Greensboro, N. C., 
has opened a trade watch repair shop. 
q Miss Ruby Cunningham, of Hamric & 
Smith, jewelers of Lexington, Va., was 
married recently to James Sheridan, of 
that city. 

q Hugh Hill, formerly watchmaker for 
Myron E. Freeman and Bros., Atlanta, 
has joined the watch repair department 
of Rich’s, Ine. 

q J. D—‘Jimmy” Fluker, with the 
Jewelers’ Supply Co., 84 Peachtree St., 
Atlanta, has returned from a_ ten-days’ 
vacation and fishing trip to Pagama 
City, Fla. 

q Sol Lazerow, who conducts the Jewelry 
Shop in Laurel, Md., is being showered 
with congratulations on his marriage to 
Miss Rose Raffel. The couple have just 
returned from a wedding tour. 

q Ned Cohen, who has been conducting 
the Jewel Box at Charlotte, N. C., has 
sold the establishment to J. H. Fields, 
who operates another retail store in the 
thriving North Carolina town. 

q Thad B. Reese, a native of Georgia 
and a graduate of the Philadelphia Col 
lege of Horology, has been named man 
ager of the Jacksonville store of the 
Duval Jewelry Co. Mr. Reese had been 
engaged in business for himself for a 
number of vears in Johnstown, Pa. 

q William G. Frasier, Jr., of the firm of 
Jones & Frasier, of Durham, N. C., has 
been making a tour of New York and 
resorts in New England, with Mrs. 
Frasier. Mr. Frasier is the secretary of 
the North Carolina R.J.A. The New 
England end of the trip was entirely for 
recreation. 

4 The Tilghman jewelry store, on Court 
House Circle, in) Annapolis, Md., sus- 
tained considerable damage by smoke 
and water when a fire broke out on the 
roof on Sept. 6. The store is located in 
one of the row of shops facing the circle, 
perhaps the most prominent location in 
Maryland’s capital. 

q William Haygood, veteran employee 
and official of Maier and Berkele, Inc.. 
Atlanta, recently returned to his desk 
following a month’s leave of «absence 
which he and Mrs. Haygood spent in an 
automobile tour of the West Coast, with 
stop-overs at Yellowstone Park and 
other points of interest. 

q William J. Hohmann, a watchmaker. 
who took over the watch repair and 
jewelry business in a corner of the 
Schofield Co.'s silversmithing establish- 
ment, at 331 N. Charles St., as the 
successor to Judson Mealy, some time 
ago, has been ill for several weeks, and 
his condition is regarded as very grave. 
q All officers of the Georgia R.J.A. 
were recent visitors in Atlanta in con- 
nection with a_ series of conferences 
regarding the Federal tax situation. 
They included Robert C. Quinlan, of 
Macon, president; Robert F. Barr, of 
Valdosta, first vice-president; Walter E. 
Thomas, of Atlanta, second vice-presi 
dent, and EF. A. Morgan, of Atlanta, 
secretary-treasurer. 

q Ferdinand Kohner, of Max Kohner, 
wholesale jewelers at 21 W. Baltimore 
St., Baltimore, who had been in Arizona 
for a year for his health, has returned 
home. He appears to be fully recovered 
and is putting in full time at the office. 
His only complaint is that because of 
conditions, the manufacturers find them- 








selves unable to fill all the orders sent 
in because of a lack of materials and a 
shortage of workers. 

q Ernest Nieman, who is not only promi- 
nent as a retailer, but a past president 
of the North Carolina R.J.A., went on 
the “Take-It-Or-Leave-It” program on 
Aug. 24 and chose as his subject “Dia 
monds.” After doing extremely well on 
the first questions he came a cropper on 
the question “What Was the Largest 
Diamond Ever Found?” The answer 
should have been the Cullinan from 
which “the Star of Africa,” was cut. 

q A $6,325 contract has been awarded 
the Bowman Jewelry Co., of Raleigh, 
N. C., by the North Carolina State Pur- 
chasing Division for a silver service to 
be used in the executive mansion, The 
service is to be designed by Fred Stark, 
prominent silversmith, and will be pro- 
duced by the International Silver Co., 
it has been announced. The Bowman 
Jewelry Co. was selected by a committee 
headed by Mrs. Broughton, wife of 
North Carolina’s present governor. 

q Georgia retail jewelers, through their 
state association, have been active’ in 
their efforts to secure elimination of the 
threatened 15 per cent floor tax on 
jewelry stores and for reduction of the 
retail sales tax from 10 per cent to five. 
Nearly eighty telegrams were sent lead 
ing members and jewelers throughout 
the state asking them to wire Senator 
George, chairman of the joint Senate- 
House conference committee protesting 
against the imposition of a floor tax or 
any tax of more than 5 per cent on re- 
tail sales of jewelry. 

q The Hotel Ansley, of Atlanta, has 
been named defendant in suits for more 
than $8,000 as a result of a_ suitcase 
stolen from its checkroom last December. 
One suit, for $6,544, has been brought 
by Selikoff Bros., of New York City, 
and the other, for $1,513, has been 





NO WHITE 
ELEPHANTS IN 
THE U. S. LINE 


“Turnover” instead of “left-over”. 
That's the big advantage of handling 
the U. S. line. You don’t have to 
worry about taking losses on unsold 
merchandise ... for every item in the 
U.S. line has sales appeal. It pays to 
make the U. S. Jewelry Co. your 
source of supply for practical, orig- 
inal, quality ideas in watches, dia- 
monds, and jewelry. Write today for 
a complete showing. 
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Baltimore & Liberty Sts., Baltimore, Maryland 
Importers of Easton Watches 
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and the SOUTH 


Hailparn and Co., also 
The suitcase was checked 


brought by H. 
of New York. 
in by S. R. 
two firms, for safe-keeping. 


Lang, representative of the 
When he 
redeem it, he was handed a 
different case... and in the meantime, 
thieves had made away with the jewelry 
it contained. The New York firms are 
suing for the value of the merchandise 


went to 


lost. 


t The 


Baltimore has resumed its schedule of 


Jewelers’ Bowling League of 


Norfolk and Portsmouth 
Jewelers Form Association 


\ permanent organization to be known 
as the Norfolk & Portsmouth Retail 
Jewelers Association was organized on 
Sept. 18, at a meeting held at the Nor 
folk, Va., Retail Merchants Association. 
The following officers were named: L. B. 
Rocke, president; F. R. Driesell, vice 
president, and C. P. Harmon, secretary 
treasurer. The membership is now 25, 
ind represents practically all the jewelry 
stores of the two cities. Meetings will 
be held the first Thursday of each month 
in the offices of the Norfolk Retail Mer 
chants Association. 


Betty Sue, Helping Daddy, 
Gets ''Buzz'' on Watch Solution 


The Watonga, Okla. Republican re 
ports that little two and one-hali year 
old Betty Sue Williams will not be 
helping her daddy, Harold W. Williams, 
in his jewelry shop for some little time 
to come. It seems she is too fond of 
his watch cleaning solution. Mr. Wil- 
liams noticed that Betty acted rather 
“tipsy” as she plaved around the store 
and soon she went to a container and 
started to help herself to another drink. 
She was rushed to the hospital for 
emergency treatment just as she was 
beginning to suffer 
but she quickly recovered, 


a severe belly ache, 


Milton Kohler, jeweler at Hlagers 
town, Md., recently marked his s9th 
birthday. ‘Two sons, Harry B. and J. 
Earl, are associated with him. 
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wand 


A Jeweler’s formula, approved and used by jewelers 
and Silverware Manufacturers. Displayed for resale 
in Jewelry stores everywhere. More efficient — easier 
to clean and polish—just apply then rub over gently 
Tarmish disappears like magic to reveal original 
beauty. Plated silverware lasts longer when 
Kantor’s is used 


Ban 





3 sizes—4 o7., 8 07., 16 o7.—Retail for 30¢ 
5c, 85c. FREE Counter display. Each 
bottle attractively boxed 
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contests for the fall and winter. ‘The 
teams and their captains are: Stieff 
Co., M. Dungan; H. J. Schwarz, H. J. 
Schwarz; Kaplan Engraving Co., S. Kap- 
lan; New System Watch Repair Co., S. 


Shapos; Lakein Jewelry Co., C. Waess 
man; S. & N. Katz, H. Kalbfleisch; 
Morstein, J. Morstein, and J. Engel & 
Co., Inc., I. Hammen. ‘The new officers 
of the league are: David Wiegman, 


president ; Bud 
treasurer; Henny 
president. 


Winkler, secretary- 
Kalbfleisch, vice- 


So. Minnesota Guild Formed; 
Protested Manufacturers’ Tax 


The Southern Minnesota’ Jewelers’ 
Guild was organized at a dinner meet 
ing attended by 55 jewelers, at Albert 
Lea, Minn., on Sept. 4. A proposed con 
stitution and by laws presented by 


W. D. Amundson, Northfield, were dis 
cussed and adopted, after which the 
following officers were elected: Mr. 


Amundson, president; A. W. Schulz, 
Albert Lea, senior vice-president; Carl 
F. Kottke, Owatonna, junior vice-pres 
ident, and Arthur Dandelet, Faribault, 
secretary. 

The jewelry tax problem was dis 
cussed by Morton A. Sauer, secretary 
of the Minnesota R.J.A., following which 
telegrams’ protesting the proposed 
manufacturers’ tax were sent to the 
Minnesota senators. Vice-presidents of 
the state group who also attended were 
H. C. Hendrickson, St. Paul; Everett 
Pomerleau, Minneapolis, and SS. P. 
Elam, of Austin. 

The next meeting will be held in 
Owatonna on Nov. 13, at which time 
the charter will be closed. 


Loss Through Trade Failures 
Less for First Half of Year; 
Improvement Has Been Marked 


\n appreciable decline in the number 
and volume of business failures in re 
cent years is reported by the Jewelers 
Board of Trade in its semi-annual re 
port to members. 

Aggregate manufacturers, 
wholesalers, retailers and repairers for 
the firsi SIX 
amounted to only $787,300 as compared 
with $1,030,600 for the 
period of last year; $1,379,100 for the 
first six months of 1939 and 82,669,600 
for the first half of 1938. 

Although 77 retailers failed during 
the first half of the vear as compared 
with 75 in the first half of 1940, the 
amount of their losses was only half 
as much; $409,800 this year as compared 
with $808,400 in the same period of 
1940. The failures in the first half of 
1938 totaled $1,395,500. 

In the period from January to July 
there were failures by twelve manufac 
turers; ten wholesalers; 77 retailers and 
nine repairmen, totaling 108, or eleven 
more than in the same months of last 
year. In the same period of 1939 there 
were 138 failures and in 1938, 147 fail 
ures. 


losses oft 
months of the year 


comparable 
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other pins to retail from $1 to $15 


Roya NOVELTY 
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909 Penn Ave., Pittsburgh, Pa. 











“SUPER-SERVICE” 
ROLLING MILLS 


Made in many types and sizes, 
for hand, belt or electric motor 
drive, each with a distinct objec- 
tive. Having selected one to 
meet your requirements, you will 


find that it gives entire satisfac- 
tion. 


FOLDERS ON REQUEST 


Buffalo Machine 


Manufacturing Co. 
1354 West Avenue 
Buffalo, New York 














GEMSTONES 


By G. F. HERBERT SMITH 


An interesting authoritative 
book for the study and de- 
termination of gems. Con- 
tains 443 


feur of which are in color. 


plates, 


pages, 42 


Price $4.00 Postpaid 
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CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


3 South Wabash Ave. Chicago, IIL. 





Cc. B. RICH CO. 
WATCH DIALS REFINISHED 
LA CROSSE, WIS. 
Rivoli Building 
4th Floor 
Phone 2445-J 
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8th Floor 
Central 5096 








CENTRAL DIAL COMPANY 








‘CHROMIUM 
PLATINUM 


seat | SILVERWARE ; 2°: 


Replated | Repaired - Repleted | Pemounted 


BEFORE 


Replated 
Relined 


SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 
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MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 
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Sucomparable 


OUR WORK COSTS NO MORE THAN 
OR 


DINARY WORK 
BECKER-HECKMAN CO. 
CHICAGO, ILL. 
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q Clarence J. Roehr, well-known to the 
jewelry trade and formerly of the Bas- 
sett Jewelry Co., spent several weeks in 
Chicago recently. 

q J. Adams, watchmaker, for a number 
of years located on the 11th floor of the 
Heyworth Bldg., now occupies Room 
1206 where he has added a complete line 
of watch accessories and jewelry. 

q Norman Goodman, secretary of Weks- 
ler & Goodman, Inc., was married on 
Sept. 7 to Miss June Harris of Chicago. 
Immediately after an elaborate wedding 
at the Palmer House the couple left for 
California and a tour of the West. 

q Arthur E. Manheimer, formerly of the 
Manheimer Watch Co., now associated 
with the Hampden Watch Co., Chicago, 


| came to Chicago last month from Boston 


to discuss business matters with the 


| home office and visit his many friends in 
| Chicago. 
| q@ Meyer M. Schwartz, H. Schwartz & 


Son, returned recently from the North 
Woods of Wisconsin where he and his 
son, Stanley, spent two weeks fishing. 
The only bragging Meyer is doing con- 
cerns an 18-pound muskie that Stanley 
caught. 

q Fire was discovered in the shop of the 
Central Dial Co. on the 8th floor of the 
Heyworth Bldg. about 4 p. m. on Satur- 
day, Sept. 6. C. B. Rich, proprietor was 
notified and employees of the building 


| had extinguished the fire before his ar- 


rival. In addition to a $3,000 loss the 
company has been greatly inconvenienced 
and delayed in handling their business. 


q One of the 62 courses offered this 


year by the Community School for 
Adults, at Springfield, Ill., will be one 
in the study of gems, which will be 
taught by J. Willard Tobin, of J. Ralph 
Tobin & Son, jewelers of Springfield. 
Mr. Tobin is a Certified Gemologist, and 
will use the modern instruments of 
gemology in the presentation of the 
course. 
q Harry 


known in the 


Elkin, well 


| jewelry trade in Chicago and New York, 


formerly in the wholesale business in 


| Chicago, met with a very serious acci- 
|} dent on Sept. 3 while on a business trip 


in Florida. He lost control of his car 
on the road near Jacksonville and ran 
over an embankment. After a week in 
the hospital at Jacksonville he was 
brought to Chicago, his home, where one 
leg was amputated. He is still in a 
very serious condition. 

q Chafing from the 19 to 18 defeat ad- 
ministered by the Benj. Allen & Co. 
softball team in Elgin on Aug. 22 the 
Elgin National Watch Co. team brought 
their Champion Fox River Valley team 
to Chicago on Sept. 12 and routed the 
Allen team for a score of 17 to 7. Each 


| year these teams play two games, one 


in Elgin and one in Chicago, the local 
team being host to the visitors at a 
dinner and social evening. The Allen 
team was handicapped this year as there 
was no local league series and they 
were without practice, but the record is 
still in their favor having won five of 
the eight games played. Following the 
game in Chicago about 50 players and 
friends were guests of John G. Leiner 
of Benj. Allen & Co., at the Illinois 
Athletic Club. 


CHICAGO. 


q The Chicago Jewelers Bowling League 
inaugurated the 1941-1942 season on the 
bowling alleys of the Illinois A. C. on 
Friday evening, Sept. 19. Games will 
be played each Friday night except dur- 
ing December from this date to April 
24. Cash prizes are offered for high 
team and individual season scores and 
nightly individual scores. Officers of the 
league are Fay Freeman, president; 
Gus Reinert, vice-president, and Dave 
Newman, secretary-treasurer. Member- 
ship teams and captains are: A. C. 
Becken Co., H. Morris; Benj. Allen & 
Co., R. Sandell; Stein & Eilbogen Co., 
R. Dehnert; Olsen & Ebann, A, 
Schleser; The Ball Co., E. Swanson; 
American Optical Co. (Nuumont), R. 
Merrick; Fort Dearborn Merc. Co., C. 
T. Marazas; and American Optical Co. 
(Tillyer), L. Korapp. 

q Chicago Jewelers Association commit 
tees for 1941-42 have been announced as 
follows by the president, George Engel 
hard: 

Social Relations, Thomas G. MeMahon, 
chairman; R. Schell Hulbert, Webb C. 
Ball, Il, Clifford I. McLane and Tom 
White; Membership, E. S. Heller, chair 
man; Lloyd R. Gear, Sam L. Adelsdorf, 
Hermon P. Haynes and Thomas F. 
Monks; Golf, William H. McGreevy, 
chairman; Andrew Rowe, Ed = Cain, 
Charles G. Brown and George W. Cure- 
ton; Finance, John M. Biggins, chair- 
man; W. ‘i. Smith and Herbert L. 
Reich; Good and Welfare, Major John 
'T. Montgomery, chairman; Frank Mil- 
hening, Albert L. Ellbogen, C. D. Pea- 
cock, IIT, Frederick M. Gottlieb, Paul 
H. Samuels and Robert Stenson; Trade 
F.xtension, Sol G. Cogan, chairman; J. K. 
Marshall, W. G. Swartchild, Jr., Frank 
M. Bedinger, Herman Hirsch and C. A. 
Lundquist, and Medallion, D. E. New 
man, chairman, and Albert Kolker. 


Watchmaker Licensing Law 
Aim of Chicago Horologists 


The Chicago Horological Guild held its 
4th annual dinner on Sept. 24 in the 
Lincoln Room of the Hotel LaSalle. 
This event was made the occassion of 
initiating plans to secure a watchmakers 
licensing law in Illinois and in response 
to invitations watchmakers and jewelers 
from every section of the state, as far 
as Cairo, were present and enthusias- 
tically took part in the meeting which 
followed the dinner. President R. G. 
Selke presided and after preliminary re- 
marks concerning the meeting and stress- 
ing the value of a licensing law for 
jewelry store operators as well as watch- 
makers called upon T. J. Lennane, a 
jeweler from Quincy and former mem- 
ber of the Illinois General Assembly. 
to take charge of the proceedings. Mr. 
Lennane introduced the bill which was 
vetoed by the late Gov. Horner and is 
thoroughly familiar with legislature mat- 
ters. Among the other speakers was 
B. W. Heald, member of Wisconsin State 
Watchmakers Licensing Board, who told 
of the general results and _ problems 
which had to be solved and are being 
solved in Wisconsin. A proposed _ bill 
was read and discussed and approved 
almost in its entirety and assurance was 
given that the bill as drawn meets all 
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the legal requirements necessary and has 
the approval of the State Department 


of Registration and Education. Hearty 
approval was given the editorial com- 
ments on the Readers’s Digest article in 
the September issue of The Jeweers’ 
CirnCULAR-KEYSTONE. 

A committee on Horological Legisla- 
tion, headed by Mr. Lennane and Wil- 
liam H. Samelius of the Elgin Watch 
makers school was appointed, and key- 
men will be selected in every section of 
the state to form local guilds and work 
to inform the public and legislators of 
the necessity of a licensing bill for the 
benefit of the public. 


Indiana Horos Hold Fish Fry 


The Northern Indiana Watchmakers 
Guild held its annual fish fry and “jam- 
boree” at Johnson’s Beach, near Dunes 
State Park, in August. The 42 watch 
makers present, proved that good fellow 
ship and friendly cooperation is possible. 


60 Hoosier Horos at Picnic 


Sixty Wabash Valley (Ind.) Watch 
makers, their families and friends, held 
their third annual picnic, Sunday, Aug. 


24, at Deming Park, Terre Haute, Ind. 
Prizes were generously contributed by 
the wholesale jewelry and watch supply 
houses. The guests of honor were Henry 
F. Schmidt, Sr., Indiana’s oldest watch 
maker, and Charlie Neff, father of the 
famous ball pitcher, Art Neff, who is a 
close second. 


TEACHING HOROLOGY 


Robert G. Ibaugh, 
has left Bradley Poly- 
technic Institute in 
order to instruct in a 
new course in horology 
which was started last 
month, for the first 
time, at the Southwest- 
ern Institute of Tech- 
nology, at Weatheford, 
Okla. 





"Story of Diamonds" Reprinted 

A popular little book, “Story of Dia 
has just been reprinted by the 
Gemological Institute of America, with 
revisions and additions, including a 
chapter on the qualities of diamonds by 
Robert M. Shipley, president of the 


pe 
monds 


Institute. This book has received con- 
siderable distribution, having first been 
written for the Chicago Jewelers’ Asso- 


ciation during the Chicago World’s Fair. 
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Golden Anniversary Marked 
By Ball Railroad Time Service 
At Annual Meeting; 350 Present 


Three hundred and fifty watch inspec- 
tors and representatives of eight impor- 
tant railroads participated in the annual 
meeting of the Ball Railroad Time Ser- 
vice, on Aug. 25 and 26, marking the 
50th anniversary of the service founded 
by Webb C. Ball in Cleveland in 1891. 
Monday was devoted to entertainment. 
During the forenoon there was a get- 
together and registration at the Chicago 


Towers Club. In the afternoon it was 
baseball at the White Sox Park and in 
the evening a moonlight trip on Lake 


Michigan. 
‘Tuesday morning those attending were 
extended welcome and greetings by Sid 


Y. Ball, 


ney general time inspector. 


Sydney Y. Ball, gen- 

eral time inspector of 

the Ball Railroad Time 
Service. 





Chief speakers at this session were H. C. 
Marmaduke, manager of the Employes’ 
Suggestion System, Illinois Central Sys 
tem, Chicago, on “Romance of American 
Railroads,” and Carlton J. Corliss, man- 
ager Public Section, Association of 
American Railroads, Washington, D. C., 
on “Standard Time.” At the luncheon 
and afternoon meeting Webb C. Ball, 
II, presided. The principal talk of the 
afternoon was by Robert J. Slagle, as- 
sistant general time inspector, Houston, 


‘Texas, and regional vice-president of 
A.N R.A. on “What Does the Watch 
Inspection Mean to You.” The meeting 


closed with a banquet and entertainment 
at the Edgewater Beach Hotel. 

C. D. Pechin and Leo O’Zarowski have 
opened a jewelry trade shop under the 
name of Service Mfg. Jewelers at 705 
State St., Erie, Pa. Both men have been 
in the trade for 25 years or more. 
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Radio and Display Advertising Specialists 
Originators and Producers of 

"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











Jewelry Repairers’ 4andbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystcne 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Phiiadelphia, Pa. New York City 




















ficme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 








ww 

rm 

MATERIALS 2z 

o 

Ti 

USED MOVEMENTS oO 

Good Condition 

Good Dials = 

0-Size Elgin, Waltham Qo 

73, $2.25 — 1543, $3.25 > 

12 or 16 Size Hunting od 

73, $2.00 — 153, $2.75 THE PRICE OF Db 

12 Size Open Face ro 

73, $2.50 — 153, $3.50 NEW MATERIALS fo} 

16 Size Open Face 2 

743, $2.50 — 15), $3.50 _ 

18 Size Htg.Elg., Wal. | Wheels, pinions, 
73, $1.00 — 15J, $1.50 | pallet forks, etc., 
18 Size O.F. Elg., Wal for all watches. 
73, $1.50 — 15J, $2.00 Send sample of 


6 Size Elg., Wal., Htg. 
73, $1.00 — 153, $1.50 
634 Rect. or 6'/2 Oval 
6), $2.00 — 15J, $2.50 
10'% L6J. $1.00 153.$1.50 


what you want! All 
Guaranteed! Remit 
only if satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 
V/.LUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING . ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 


403 Clark Bldg., Pittsburgh, Pa. 








HERBERT HAASE 
Wholesale 

DIAMONDS -MOUNTINGS- WEDDING RINGS 

“LADIES & GENTS,STONESRINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantie 2455 











HELM & HAHN CO. 





a ee sa Kings 


* 
MANUFACTURERS BLDG. 
PITTSBURGH, PA. 
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q@ Rudy Kant, sales director for the 
Hamilton Watch Co., Lancaster, Pa., 
visited local distributors recently. 

q Henry Hogue, jeweler, Clark Bldg., 
has returned from a six weeks’ vacation 
in California. 

q.J. B. Bernstein, head of the J. B. 
Bernstein Co., 502 Clark Bldg., reports 
excellent wholesale trade. 

q W. R. Kirk, Steubenville, O., retail 
jeweler, has recovered from a_ recent 
operation. 

q Morris Goldstock, material dealer, has 
moved to larger quarters at 203 Clark 
Bldg. 

q George Newmyer, of the Samuel Wein- 
haus Co. sales department, and Miss 


Alice Kircher, of this city, were mar- | 
ried Sept. 23, in the home of the bride. | 


q Miss Norma Weis, daughter of Mr. 
and Mrs. David Weis, has returned to 
Smith College at Northampton, Mass., 
where she is a student. 


| q@ Henry Terheyden, Sr., 86 years of age 
| and still going strong, may be found 


every day still actively engaged in the 


| jewelry business at the Henry Terhey- 


den Co., Smithfield St. 

q John Rowland Keating, son of the 
late Francis A. Keating, president of 
the Grogan Co., was married Sept. 22, 
in Watertown, N. Y., to Miss Charlotte 
Green, of that place. E. Rowland Keat- 
ing served as his brother’s best man. 

q Among the out of town retail jewelers 
who visited local wholesale houses re 
cently were: Lawrence Fiscus, New Ken 
sington, Pa.; Arch Bryan, of Bryan 
Brothers, Bellaire, O.; and M. S. Slaven 
and son, Harold, of Morgantown, W. Va. 
q The Jewelers Bowling League got 
under way early in September with eight 
teams represented, under the presidency 
of Paul Green, of John M. Roberts & 
Son Co. The teams meet every Thurs 
day at 6:45 p. m. in the new Club Alleys, 
Fifth Ave. and MeMasters Way. ; 
q The Grogan Co., Wood St. and 6th 
\ve., recently held a formal opening in 
connection with the new entrance to 
their silver department. It is an old 
English type of store front, built of 
wood with brick, patterned panels below 
windows. 

q Paul Brown, of the Hardy & Hayes 
Co. sales department, and Mrs. Brown, 
are receiving the sympathy of the trade, 
on the death of their 11-year-old daugh- 
ter. She was stricken quite suddenly, 
early in September, with what is be- 
lieved to have been spinal meningitis. 

q Employes and members of the firm of 
the Grogan Co. tendered a_ testimonial 
dinner to William J. Sample, who has 
just completed 60 years of service with 
the company, as reported in the August 
issue of Jeweners’ CrrcuLaArR-KEYSTONE. 
The dinner was held at the Hotel Wil- 
liam Penn on Aug. 23, although the an- 
niversary did not actually occur until 
Aug. 29. He was presented with a beau- 
tifully prepared testimonial booklet for 
the occasion, autographed by all mem- 
bers of the firm and employes and with 
a very attractive mahogany wall clock 
which combines a barometer, thermom- 
eter and hydrometer, with properly en- 
graved silver plate. Congratulations 
poured in to Mr. Sample from all over 
the United States. 





THERE'S MAGIC 
IN THESE NAMES 


ELGIN 
WALTHAM 
SETH THOMAS 
WESTCLOX 
GENERAL (GE) ELECTRIC 
TOASTMASTER 
MIXMASTER 
IRONMASTER 
SHAVEMASTER 
SCHICK 
COMMUNITY PLATE 
TUDOR PLATE 
1847 ROGER BROS. 
WM. ROGERS 
AGFA ANSCO CAMERAS 
UNIVEX CINEMASTER 
RONSON 
SWANK 
AND MANY OTHERS 





THE PUBLIC DEMANDS THEM 
WE DISTRIBUTE THEM 


THE SAMUEL 


WEINHAUS 


COMPANY 


800-808 LIBERTY AVE. 


PITTSBURGH - - - - PA. 














MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 
BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 




































GO 


GOULD and SIULVIER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 

ms 4 P 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 
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HALL BROS. & CO. 


Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 
Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 








Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershey 
Wm. A. Jones 








WANT ADS 


It pays to use Jewelers’ Circular- 


Keystone Classified Ads 








WATCH REPAIRING 


For the Trade Only 


Quality Workmanship Guaranteed 
4 to 5 day service 


SEND FOR OUR PRICE LIST 


ALBERT BINDER 
802 Sansom St. Philadelphia, Pa. 
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q The Hardy & Hayes Co., have used 
considerable newspaper advertising space 
lately to announce Wedgwood “Old 
London” commemorative plates, a 
limited first edition which they are offer- 
ing to the trade. The plates are priced 
at $24 per dozen of which the sum of 
$4 goes direct to British War Relief 
Society. 

q A new organization, known as _ the 
Jewelers’ Manufacturing Association of 
Pittsburgh, has been organized recently 
with Louis Grau as president. The 
association meets the second Tuesday of 
each month and most of the manufactur 
ing firms among the trade are members. 
The association has met with considerable 
success in stabilizing prices by having 
one price charge for each type of work. 
Recently, the manufacturers’ granted 
wage increases to all of their shop men, 
necessitating higher prices to the trade. 
Members of the association also report 
that prices of materials are increasing 
right along. 

q R. C. Mutschler, of Bauer and Mutsch 
ler, manufacturing jewelers, Clark 
Bldg., and Mrs. Mutschler, are receiving 
the sympathy of the trade over the loss 
of their son, Norman, aged eleven, 
which occurred Sept. 3, in the Mutschler 
home on the South Side. Young Nor 
man had attempted to play “hangman,” 
imitating “The Hangman,” a_ so-called 
“eomiec magazine” character and when 
found he was sprawled on the floor 
alongside his bed, with a noose tight 
around his neck and a copy of the comic 
book in his hand. He had died, ap 
parently, when found by his father. 
without disturbing his brother, Ralph. 
Jr.. nine, who was reading a_ similar 
publication in bed only three or four 
feet aw ay. \ physici in worked over the 


lad for an hour, trying to revive him, 


but failed. 


Recent H.I.A. Certifications 


At the bimonthly meeting of the 
Examining Board of the Horological 
Institute of America, held in Washing- 
ton on Aug. 26, certificates were granted 
to the following watchmakers who have 
successfully completed the examinations: 


Certified Watchmaker 
Frank \ Carpenter, Ha Iton Watch 
Co.; Hern n Gruninger, J lL. Hudsor 
Co., Detroit: Tada Mivan , student 
at Elgin Watchmakers College, and W 
John Mvylly tudent at Bowman Tech 
nical Sect l. La ist Pa 
Junior W 
( rere } ) Pr ] 
T I W I Rel Tul a) 
Tames Tu. Ted ve, Flgir Ill., stud 
Elgin Watch kers College, and Thomas 
Ww Colgir Stepher Desnod Jacl M 
Farmer, William H. Fox. George Willian 
Kocontes. Harry J. Kopp, Maurv Tl 
Nixor Quentin V. Peacock, and Hart 
zon R Smitt all students at Bradley 
Polytechnic Institute, Peoria, Tl] 


Store Lets Public Write Its Ads 

Having the publie write its ads. Gold 
smith’s at Seattle. Wash., has initiated a 
new game, and folks are having ad-writ 
ing parties for writing the best copy, 
comparing and criticizing each others’ 
notes anent the jewelry store. The best 
ads submitted receive awards, while ex- 
cellent phrases and manv- worthwhile 
praises of the store are long-remembered 
by the contestants 





DAVID WEIS « CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING, PITTSBURGH 








DIAMOND SETTING 


JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa. At. 7723 











J. B. BERNSTEIN CO. 
Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


502 Clark Bldg. Pittsburgh, Pa. 











Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 
Your Every 


Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE. 
PITTSBURGH, PA. 











KEYSTONE JEWELRY MANUFACTURING CO. 


WHOLESALE 
WATCHES 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


DIAMONDS JEWELRY 
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KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 


salesmen are out with NEW FALL 


Beautiful! Be sure and see. 


Our 


lines. 
JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 


Popular Prices 











Greenwold Grift Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS e HAMILTONS (Zones 7, 8) 
Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 

to your customers with confidence. 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


*#ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


edtctetelttssme-tivemereyie| 


Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 


MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride Most Mod- 

erately priced 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 


Serving the Retail for over 60 Years 


attractive. 


Jeweler 








WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs 


427 PLUM ST. CINCINNATI, O. 


and Prices 











136 


CINCINNATI 


q An appendectomy kept William Funk, 
Southam Watch Co., away from the job 
for a while, but he’s back again, feeling 
better than ever. 

q Ray Grassmuck, 
Grassmuck Jewelry Co., of Cincinnati, 
and his family, now residents’ of 
Florida, were visitors to the Queen City 
recently. 

q Shortly after Charles Reinstatler, 
Reinstatler and Mecklenborg, — retail 
jewelers, 511 Central Ave., returned to 
work following a sick spell, his partner, 
William Mecklenborg passed away. 

q “All’s quiet” insofar as the Cincinnati 
Wholesale Jewelers and Manufacturers 
Asseciation is concerned. Officers said 
that because the members are “so busy 
these days” nothing is being planned by 
the organization until January. Its last 
affair was the June picnic. 

q Eddie Wubbolding, manufacturing 
jeweler, has a daughter, Betty, who is 
quite a softball pitcher. Her girls’ 
team in the Price Hill-Cheviot Softball 
League was runner-up for the league 
championship this year—and her throw- 
ing arm was largely responsible. 


formerly of the 


Taft, when she was stricken recently 
with infantile paralysis while in the 
Kast. The Hummel youth contracted 
the disease seven years ago, but re- 
covered, and offered his blood to the 
girl, granddaughter of the late President 
William Howard Taft, 

q September about finished the vacations 
of the local jewelry people. Latest to 
get back on the job included: Louis J. 
Hummel, retailer, who with his wife, 
had gone to Michigan; Eben A. Barker, 
W. J. Barker Jewelry Co., and family, 
who also vacationed in Michigan; Fred 
Hegner and John Kramer; Newstedt 
Co.; Mrs. Henry Von Unruh, Walnut 
Hills jeweler, who was at Indian Lake; 
Ed. Herschede, Sr., Frank Herschede 
Co., who visited Canada; Cliff Bennett, 
Herschede Co., who enjoyed Atlantic 
City; Walter Stenger, Herschede Co., 
who was at Indian Lake; Al Esberger, 
Vine Street jeweler, who sojourned at 
The Pines, Dunlap, O.; Hubert Esherger, 
of the same firm, who went to Michi- 
gan; John A. Gerwe, Gerwe-Frohman 
Co., who, with friends, went on a duck 
hunting trip; Irving Engel, Dodd Credit 











q Louis J. “Sonny” Hummel, Jr., 18, Jewelers, Inc., went to northern Canada; 
son of Louis J. Hummel, 4th and | and Frank Limlee and James Champ- 
Vine St. retail jeweler, offered his blood | man, both Loring-Andrews Co., who 
to Cynthia Taft, 13-year-old daughter made flying buying trips after their 
of Cincinnati Councilman Charles P. | vacations. 

Barr Bros., 227 Mason Ave., Cape Charles, Va. T. B. Sowers, mgr 

Croft’s Jewelry Store, E. Main St., Spartansburg, S. C. 

R. E. Cook, Jr., 110 E. Jackson St., Hugo, Okla. . 

Copenhaver Credit Jewelry Store, 247 Main St., Ansonia, Conn. Joe Gothie, mgr 

Gerber’s, 902 Purchase St., New Bedford, Mass. 

Francis A. Haggerty, 3701 Germantown Ave., Philadelphia. 

Helms Jewelry Co., Lumberton, N. C. Ralph E. Helms. 

Jay Square Deal Jewelers, 11 N. Church St., West Chester, Pa. Miss Mary Dowiak, mgr 


King’s Jewelry Co., 184 S. High St., Columbus, O. Morrey R. Levinson & Jules Berline 
Phillip B. Krauss, 546 Merchant St., Ambridge, Pa. 

McCann Jewelry Store, 421 Virginia St., Vallejo, Cal. Albert McCann. 

Ohio Jewelers, 101 N. High St., Columbus, O. G. D. & Bernard Kaplan, mers. 
Roberts Credit Jewelers, Inc., 2110 E. Monument St., Baltimore. 
Rollands Credit Jewelers, 9146 Commercial Ave., Chicago, Il]. Herbert 
Savolainen Jewelry Store, 407 Chestnut St., Virginia, Minn. J. F. Cummins, 


A. W. Thompson, 217 N. Illinois St., Indianapolis, Ind. 


Gordon, mgr 
mer 





REMODELINGS AND REMOVALS 





S. Binstock, Forbes St., Pittsburgh, Pa. New location. 

Robert H. Bowler, 895 Market St., Meadville, Pa. New location. 
Black’s Jewelry, Havre, Mont. New location. Francis A. Black. 
Bullard Bros. Co., 27 W. 5th St., St. Paul, Minn. New location. 


Caplan’s, 1 N. Market Square, Harrisburg, Pa. Modernized. Philip Caplan. 
Arthur C. Clay, 417 Columbia St., Bogalusa, La. Modernized. 
Crowell Jewelry, 715 Broadway, Plainview, Tex. New location. Cliff Crowell. 


Charles W. Fenton, 435 Market St., Sunbury, Pa. New location. 

Futer Bros., 3 S. George St., York, Pa. Modernized. LeRoy & Parke Futer. 
Gensler-Lee, 730 K St., Sacramento, Cal. New location. 
Gershgorn Jewelers, 335 N. Rodeo Drive, Beverly Hills, Cal. 
Roy W. Hinson, Fairfield, Ia. Renovating. 

Ideal Jewelry Store, 3 S. Limestone St., Springfield, O. 
F. Klein, Aliquippa, Pa. New location. 

Lakein Jewelry Co., 514 S. Broadway, Modernized. 


New location. 


Modernized. Elick Zitsman. 


Baltimore. 


Lee Jewelry Co., Nashville, Tenn. Remodeling. 
K. S. Lewis, Dyersburg, Tenn. Modernized. 
I. Marcus, Altoona, Pa. Modernized. 


Leo Millery 129 Baronne St., New Orleans, La. Modernized. 
Norris Jewelry Store, 619 Caroline St., Fredericksburg, Va. 
Thomas L. Odum, Marion, Ill. New location. 
Platt Jewelry Co., Union Ave., Memphis, Tenn. 
A. Raschiatore, Vandergrift, Pa. Modernized. 
Harry W. Russel. Gray Bldg., St. John. Kan. New 
W. J. Schenley, Weirton, W. Va. New location. 
Shaw Jewelrv Co., 5th & Houston Sts., Fort Worth, Tex. New location 
Spear’s. 410 N. Main St., Winston-Salem, N. C. Enlarged, modernized. 
Stone Bros. Co.. 8th & Olive Sts., St. Louis, Mo. New location. 

Tetts Jewelrv Co., Bay City. Tex. New front. W. F. Tetts. 

Herman Tyrk, Etna. Pa. New location. 

W. M. Wall, Pulaski, Va. Doubling store snace. 
Alfred Williams, 848 Front St.. Stanherry, Mo. 
Milo R. Williams, Greenville, Pa. Enlarged. 
Sam T. Wilson Jewelry Co., Ocala, Fla. New location. 


Enlarged. 
New location. 


location. 


Izzy Cohen, mgr 


New location. 
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BOSTON 


q A handsome new home for the Bige 
low, Kennard Co., in the Back Bay, is 
nearing completion. 

q Leslie W. Chappell, formerly repre- 
senting Tavannes Watch Co. in New 
England, has joined the sales force ot 
Smith-Patterson Co., Boston jewelers. 
q ‘The Boston Jewelers Bowling League 
started the season of 1941-42 with the 
first games on Sept. 18. The keglers meet 
at the Kenmore Alleys every Thursday. 
q Forrest and Allen Davidson, of the 
Thomas Long Co., have been receiving 
condolences on the death of their mother, 
Mrs. Adeline Allen Davidson, who died 
on Aug. 27. 

q The installation of new lighting ar- 
rangements has not only enhanced the 
splendor of A. Stowell Co.’s glass and 
tableware displays, but the department 
appears much larger than formerly. 

q Miss Gertrude B. Fallon, widely 
known in the trade and formerly asso- 
ciated with Harry Heller, of Boston, is 
now the manager of the exclusive jewelry 
shop of J. C. Affanato, located in the 
Little Bldg. 

q ‘The Boston Jewelers’ Club, officers 
and directors held a meeting, Sept. 12, 
at the Parker House, and_ perfected 
plans for a beefsteak dinner and social 
session, to be held Oct. 4, in the Swiss 
room, at the Copley Plaza. 

q Miss Olga Kampe, the efficient secre 
tary to Jimmie Hossley, manager of the 
watch department of D. C. Percival Co., 
wholesale jewelers of Boston, was mar 
ried Aug. 9, to Harold Swanson. Re 
turning from a honeymoon cruise to the 
south the couple took up their home in 
Waltham, Mass. 

q Mrs. Elizabeth Slade Kingman, widow 


of the late James Kingman, former 


president of the Mass. & R.L. R.J-A.. 
recently died at her home in Newton 
Highlands. Mrs. Kingman for many 


years accompanied Mr. Kingman to vari- 
ous social and trade conventions through 
out New England. 

q Following the lead of a number of 
Boston specialty shops, 10 of which in 
the downtown area started to keep open 
on Wednesday evenings until 9 o'clock, 
three jewelry stores have remained open 
and others are expected to follow suit. 
The three stores are A. Stowell & Co., 
Thomas Long Co. and Smith-Patterson 
Co. 


q Dan Curran, Arthur Wright, Mike 
Mahar, Vincent Chapman and_ their 


ladies, with Ed. Kirby and his two 
daughters, journeyed to Lake Mastenock 
and spent the week-end, with Mr. and 
Mrs. L. Blaine Libbey, at their summer 
home. Dan says, “gathering wood for an 
outdoor fireplace is not listed but has 
all the makings of an outdoor sport.” 

q Among the students who studied at 
the Eastern Laboratory of the Gemo 
logical Institute of America at Boston 
during the summer months were Edward 
Tiffany, C.G., R.G.; Howard H. Patch 
Ltd., Montreal; T. C. Brown, Lemon & 
Son, Louisville; R. G. Henne, R.J., 
Pittsburgh; Nell Gilmore, Paterson, N. 
J.; Chester Wiggins, D.C., Percival’s, 
Boston; and C. L. Thomas, R.J., Kennett 
Square, Pa. These students were all 
working on stone identifications with 
gemological instruments under the _ in- 
struction of Dr. Edward Wigglesworth. 
q Among the visiting buyers recently seen 
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in wholesale jewelry houses of the Hub 
were: Edward Cotter, Lowell, Mass.; 
Herbert Woods, Manchester, N. H.; Mrs. 
D. Fortin, Waterville, Me.; Mr. and 
Mrs. Jerome Eno, Skowhegan, Me.; Mrs. 
M. J. Kittredge, Springfield, Mass.; W. 
E. Blanchard, Gloucester, Mass.; Holm 
berg & Douglas, Brookline, Mass.; Mrs. 
Sturbling, Portland, Me.; Sidney and 
David Dardson, Portland, Me.; Mr. and 
Mrs. Wallace Porter, New London, 
Conn.; Louis Cometz, Pittsfield, Mass.; 
Mr. and Mrs. Sidney Kittredge, Spring 
field, Mass.; J. A. Maloy, Portsmouth, 
N. H.: Mr. and Mrs. M. E. Banks, Con 
cord, N. H.; E. R. MeClintock, Dover, 
N. H.: F. C. Kenniston and Miss Har 
riet Kenneston, Natick, Mass.; Mr. and 
Mrs. Fosberg, Wellesley, Mass., and Mr. 
and Mrs. Allen Robinson, Framingham, 
Mass. 

q Many jewelers and watchmakers for 
merly employed at Waltham remember 
I'rederick C. Graves, paymaster for the 
last 60 years at the Waltham Watch 
Co. and still on the job. Sept. 5 was 
his 80th birthday, and was he surprised, 
when the management staged a luncheon 
to commemorate the event? Besides the 
factory officials the guests included 
three mayors of the city, two of whom 
were former employees and received their 
pay from Mr. Graves. These were Judge 
Patrick J. Duane and the present mayor, 
Arthur Hansen. The third was Dr. 
lrederick MacDonald. Every one in the 
factory would have enjoyed being in on 
Ired’s party, but invitations were lim- 
ited to those with a service record of 
50 years. When President Frederick 
Dumaine called the roll, 12 men with 
service records from 52 to 65 years each, 
totaling 676 years of watchmaking ex 
perience in 11 different manufacturing 
departments, responded. 

q The Boston Study Group of the Amer- 
ican Gem Society held its annual dinner 
meeting on Sept. 10 at the University 
Club in honor of its members who had 
received titles during the past year: 
Iloward Preston, C.G., R.J., of Thomas 
Long Co.; Richard Chesley, R.J., of 
Thomas Long Co.: and Robert Abbott, 
R.J., of the Wood-Abbott Co., Lowell. 
Under the leadership of Dr. Edward 
Wigglesworth, director of the Eastern 
laboratory of G.I.A., plans were made 
for the coming year. The following offi 
cers were elected for the ensuing year: 
Samuel Tyvack, C.G., R.J., Shreve, Crump 
& Low, president; Forest Davidson, 
C.G., R.J.. Thomas Long Co.. vice-presi 
dent, and Mrs. Ella Bird, R.J., Peter 
Attending the dinner 
were several out-of-town students: 
Arthur Muller, C.G.; Jerome Wiss, 
C.G., R.J.; Osear Kind, R.J.; and Henry 
Stevenson, C.G., as well as Robert M. 
Shipley, executive director of the Ameri 
can Gem Society, who happened to be 
in Boston the same night. Several of the 
students brought news from their respec 
tive guilds. Arthur Muller discussed the 
work and problems of the New York 


City group 


son’s, treasurer 


During the first eight months of 1941 
the Royal Canadian Mint received 3,423,- 
941 fine ounces of gold compared with 
3,290,803 fine ounces in the corresponding 
period of 1940. 


A.C. 





WASHINGTON ST. 





JJerciual & Co. Ine. 


MPORTERS ANO WHOLESALE OEALERS I 


~ Ge) |: dlAMonos 
w 


WATCHES - 
CLOCKS - JEWELRY : SILVERWARE 
| — BOSTON 


373 > 
MASS. 


ESTABLISHED (864 





47g House of P oo 
|- ALBERTS 


SONS, INC. 





Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
ID! AMOND S| 








1. ALBERTS SONS, Inc. 
‘@ 273 WASHINGTON ST., BOSTON gy 








BRIDESMAIC 

‘ Re 

' DIMES 
STERLING 


BOSTON. MAS 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Yea~ Day Course 
For further information address: 


Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 


NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








. 
Summetalic 
(Kare? Gold on Sterling) 


and STERLING SILVER 


REAL STONE JEWELRY 
NYolio Molla Ta Mio MEa Lielll Je] 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 











EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 


Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 

HOTELWARE 
GIBSON & SONS TEAPOTS 








FRIEDLAENDER, BELMUTH & APPELBAUM, 


Inc. 

Successors to 
FRIEDLAENDER & CO., Inc. 
Recognized for over 70 years for fine quality in 
PORCELAIN, GLASS & POTTERY 
DECORATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D’'ART 


53 WEST 23rd STREET NEW YORK 











W. E. LINDEMANN: 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 


KBs 
? 





English Bone China Tableware 
Imported Art Pottery 

China Figurines 

"*Pairpoint'' American Glass 
Antique Reproductions 











MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 

129 Fifth Avenue, New York, N. Y. 








China FINLAND Some 

ARAIBIA. «6s CERAMICS — 
ann GLASS ¢ 

rw, CORPORATION ' 


225 FIFTH AVE. NEW YORK CITY 

















ROYAL 


Bone 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave 


DOULTON 
English 


China and Earthenware 


New York, N. Y. 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 
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OBITUARIES 


Joun S. ALLen, 84, believed to have 
been the oldest active retail jeweler in 
Minneapolis, died Sept. 12. Born in 
Philadelphia he was a former buyer in 
the John Wanamaker store in that city. 
He went to Minneapolis in 1885 and en- 
tered the retail jewelry business and re- 
mained active until a few days before his 


death. 
Mrs. May Buren, 74, formerly in the 
jewelry business of the Greenville sec 


tion of Jersey City, N. J., died Sept. 1. 

Wintiam H. Carrer, 64, who worked 
for the Taber Jewelry Co., Dallas, 'Tex., 
for 30 years before establishing his own 
manufacturing jewelry business in 1921, 
died on Aug. 27. 

Jacavues Carrier, 55, former chairman 
of the board of Cartier, Ltd., of London, 
and a grandson of the founder of the in- 
ternational jewelry house, died on Sept. 
10 at Dax, Occupied France, after a long 
illness, according to a message received 
by his brother, Pierre, who conducts the 
Cartier store on Fifth Ave., New York. 
Another brother, Louis, was in charge 
of the Paris establishment. 

Frank <A. Jonnson, 55, former 
watch salesman well known to the trade 
as far west as Chicago, died on Sept. 4 
For a number of years he was connected 
with the old firm of Jos. Fahys & Co. 
and about 1929 joined the Illinois Watch 
Co. sales staff in New York as assistant 
to Jack Keenan, now of the Hamilton 
Watch Co. He was a member of the 
Jewelers Fraternal Association. 

James Lavery, 80, treasurer of the 
Evans Case Co., and one of the leading 
citizens of North Attleboro, Mass., died 
Sept. 13. Death resulted from an infec- 
tion of his foot which he injured while 
working in a hay field in May. 

Wintiam Meckriensore, 70, a partner 


in the jewelry firm of Reinstatler & 
Mecklenborg, Cincinnati, for the last 50 
vears, died Aug. 25. 


Davip Miniitovser, 65, manager of the 


Castelberg National Jewelry Co., Balti- 
more, died suddenly on Sept. 10. He 
started with the Castelberg Co. as a 


clerk when a young man. He acquired a 


wide reputation as an appraiser of dia- 
monds. His two sons are Henry M., of 
Baltimore, and David Jr., who is with the 
2lst Engineers in the United States 
Army. 

Frank Miraoria, 54, for 20 years a 


manufacturing jeweler at 66 Nassau St., 
New York, died on Aug. 17. When he 
came to this country in 1905 he was em 
ployed by Dieges & Clust. A son, Frank, 
Jr., is continuing the business. 

Lusver S. Rerrz, 49, Reading, Pa., spe- 
cial order jeweler, suffered a fatal heart 
attack on Sept. 12 

EKvuGeNeE Sacut, 86-year-old jeweler 
of Clifton, N. J., was fatally in- 
jured when struck by a delivery truck, 
on the night of Sept. 17. His wife was 
killed in a similar manner 11 years ago. 


Frank Apotpn Sptes, 66, for 30 years 
a traveling salesman for the Interna- 
tional Silver Co., died recently at his 


home in Montclair. A son, Frank A. 
Spies, Jr., is connected with Handy & 
Harman, Ine. 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








| 


| smiths, died on Sept. 


| Philadelphia 


Rosert Sook, jewelry manufacthrer in 
for more than 50 years, 
died on Sept. 3 

Joun S. Tuoma, 74, of Belleville, N 
J., for more than 50 years a designer 
for Tiffany & Co., and one time head 
of its designing department, died recent- 
ly of a heart attack. He retired on pen- 
sion three years ago. 

Epwarp Wapsworrn Morrow, 80, 
jeweler at Lancaster, Ky., for the past 
60 years, died Aug. 24, after several 
weeks of illness. 

Asner T. Watt, 80, 
retary of A. 'T. Wall Co., Inc., Provi- 
dence manufacturers of jewelers’ sup- 
plies, died Sept. 13, after an illness of 
about eight months. He started in busi- 
ness as a manufacturing jeweler in 1888. 
His son Ashbel T. Wall, Jr. is vice 
president of the firm. 

SueLpon WEINBERG, 19, in the employ 
of the Lasner Jewelery Corp., New York, 
died quite suddenly on Aug. 21. He had 
always been in ill health, having been 
born with an upside-down stomach. 

Freperick M. Woop, 80, president of 
N. G. Wood & Son, Inc., Boston silver- 
7, at Oak Bluffs, 
Mass. Mr. Wood became associated with 
the silver business established by his 
father as soon as he completed his school- 
ing. He was widely known as an expert 
oarsman, yachtsman, and keenly inter- 
ested in all types of sports. 


founder and sec- 


14 Certified Gemologists 


Named by G.I.A. in the Past Year 


The list of the 14 jewelers on whom 
the title of Certified Gemologist has been 
conferred by the Gemological Institute 
of America since Sept. 1, 1940, is as 
follows: 

Juell M. Bie, Brooklyn, N. Y.; 
Hoover, Hood & Hoover, Inc., Akron, 
O.; Frederick C. Legg, H. F. Legg & 
Son, Minneapolis, Minn.; H. Victor Paul, 
Wiss Sons, Inc., Newark, N. J.; the late 
William H. Wright, of Washington, 
D. C., title granted posthumously ; 
Samuel R. Zickerman, Zickerman Bros., 
Inc., Woodside, L. I., N. Y.; Howard E. 


Buc. 


Hawk, Argo & Lehne, Columbus, O.; 
Clarence E. Knorpp, Wright, Kay & 
Co., Detroit, Mich.; Orlando S. Pad- 
dock, Davis & Hawley Co., Bridgeport, 


Conn.; Howard M. Preston, Thomas 
Long Co., Boston, Mass.; Walter C. 
Shortle, Laconia, N. H.; Cyrus L. 
Thomas, Kennett Square, Pa.; Edward 
B. Tiffany, Howard H. Patch, LAd.. 
Montreal, Canada; and Leo J. Vogt, 
Hess & Culbertson Jiry. Co., St. Louis, 
Mo. 


More Credit Ratings Are Sought 

By Jewelry Than Department Stores 
An interesting and significant report 

has just been issued to the members 

of the Southern California Merchants 
Association relative to credit inquiries 

received by that association. During the 


| past few months, 264% per cent of all re- 


ports received originated from retail 
jewelry stores, while only 3 per cent of 
inquiries for the same period originated 
from department stores. 


Ferd Schaefer & Son, jewelry store at 
Carlinvilie, Ill, is observing its - 50th 
anniversary. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








OHIO GEMOLOGISTS VIEW EXHIBITS AFTER ANNUAL BANQUET 


-_—- 





Looking over a display of gems, instruments and materials arranged for the annual banquet of the 
Northern Ohio Guild, A. G. S., by Harry Erickson, ore the following members and guests, reading 
from left to right: C. J. Cornell and Clifford Johnson, both of Cowell & Hubbard, Cleveland: N. A. 
Petrone, Cleveland; E. H. Law, Webb C. Ball Co., Cleveland; O. D. Staudt, Cleveland: David Croal, 

and Betsy Townes, both of the Webb C. Ball Co 


A banquet, preceded by a swimming 
party, was attended by 54 members of 
the Northern Ohio Guild of the Amer- 
ican Gem Society and their guests, on 
Sept. 15, at the Hotel Allerton, Cleve- 
land. William Theis, R.J., did a fine job 
as master of ceremonies, and was ably 
assisted by Bruce McCague, R.J., a 
member of the G.I.A. Board of Gov- 
ernors. Dr. Henry Donner and Dr. 
Richard Barrett spoke briefly on Gemol- 
ogy and Mrs. Nina Martin’s remarks 
on the layman’s point of view on the 
study of gemology were very apropos. 
R. C. Hoover, R.J. and C.J., demon- 
strated a diamondscope and a diamolite. 

Students and guests in attendance 
were: Emily Clay, Helen Grute, D. 
Thobapben, E. H. Law, David Croal, 
William F. Sanders, Catherine Onrill, 
Betsy Townes, Richard Fraser, H. L. 
McDade and Mr. Theis, all of the Webb 
C. Ball Co., Cleveland; Mr. and Mrs. 
Arthur F. Wilbert, Mr. and Mrs. William 
H. Ficken, and Mr. and Mrs. Bud 
Ficken, of A. H. Ficken Co., Cleveland; 
Mr. and Mrs. Frank Brandau, Has- 
erodt’s, Elyria; L. S. Moser, Cuyahoga 
Falls; H. N. Beattie, H. W. Beattie & 
Sons, Cleveland; FE. V. Coontz and 
Kathryn Appleby, W. J. Frank Co., 


Akron: Mr. and Mrs. R. C. Hoover; 
Mr. and Mrs. H. Bruce McCague, C. J. 
Cornell and C. V. Johnson, Cowell & 
Hubbard Co., Cleveland; George N. 


Nelson, Nelson Jewelry Co., Cleveland; 
N. Petrone, Cleveland; Nina Martin, 
Dorothy Sanders, O. D. Glaudn, L. J. 


Binder, T. P. Bachman, Elaine Deon; 
Mr. and Mrs. H. Erickson; R. O. Theis, 
Chagrin Falls; R. L. Barrett, Case 
School of Applied Science; Henry F. 
Donner, Western Reserve University: 
Mr. and Mrs. Harold D. Mvers, Fred 


H. Myers, Warren; Mr. and Mrs. Charles 
Carolyne, Raymond Brenner, Youngs 
town. 


Rudolph Bros. Jewelers will sponsor, 
over a string of radio stations, a series 
of 26 five-minute transcriptions designed 
for Christmas-time selling. The platters 
will be turntabled over stations in and 
near cities in upstate New York and 
New Jersey where the concern operates 
stores. 
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Clock Makers Seeking Edict 
On Department Store's Ads; 
Allege Misrepresentations 


General Electric and Telechron filed 
suits in Federal Court, Philadelphia, 
Sept. 18, charging a Philadelphia depart- 
ment store with resorting to false adver- 
tising in selling re-built electric 
in such a way that the public received 
the impression the timepieces were made 
by the plaintiffs. 

Counsel for GE and Telechron peti 
tioned for an injunction to prevent repe- 
tition of the alleged action by the de 
fendant and to quash similar practices 
elsewhere in the United States. 

The lawsuits stemmed from a depart 


clocks 


ment store clock sale which began Aug. 
18. In its newspaper advertisement the 


did not mention the names of the 
manufacturers of the merchandise, but, 
according to the plaintiffs’ attorneys, the 
advertisement declared the were 
built by a “pioneer” electric clockmaker. 

The bill of complaint stated the GE 


and ‘Telechron 


store 


clocks 


names were on the clocks 


displayed on the store’s counters and 
that a “manufacturer’s warranty” was 
given that the clocks were in perfect 
condition. But the guarantees were not 


those of GE and Telechron, the plaintiffs 
said, the companies had _ not 
made the articles in their entirety. 

The plaintiffs assert the 
worth less than $2.95 but were 
$4.95 and represented to be new 
pieces worth from $6.95 to $9.95. The 
the Telechron name, the 
suit continues, were so crudely put to 
gether and the materials and workman 
ship so cheap that they would not keep 
correct time, the motors might burn out 


because 


were 
for 


clocks 
sold 
time 


clocks bearing 


and even cause fire. 

In the clocks with the GE name, the 
injunction petition said, the electric 
cord was inserted through a hole that 


was punched in the bakelite backplate. 
There reputedly was insulation and the 
cord came in contact with sharp, un- 
rounded edges of the hole, thus violating 
underwriters’ requirements. 

The Telechron company declared the 
way the clocks carrying its name were 
constructed made them “inefficient and 


dangerous.” ‘The re-built goods were 


purchased in New York, a member ot 
the law firm of Guckes, Shrader and 
Burtt, counsel for the plaintiffs, said. 
The cases in which the works were in- 
serted were wooden cases worth about 
50 cents each, he added. 

Federal Judge George A. Welsh set 
Oct. 1 for a hearing on the petitions. 


Counsel for the department store with 
held comment pending further study ot 
the allegations. 


Store Is 101 Yous Old 


The McKinley jewelry store at Wash 
ington, Pa., has had only two owners 
since it was founded 101 years The 
present owner, F. B. McKinley, is the 
son of the founder, the late Alexander 
McKinley, and has been operating tl 


55 vears. 


ago. 


e 


business for the past 








Where to Buy 
AMERICAN 


China and Glass 


do 


LENOX 
LENOX, INC. 





~~) 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 


Made in America 


Trenton, N. J. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. =: 1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 














ASTLETON CHINA 


INCORPORATED L. E. HELLMARN, President 


DE LUXE TABLEWARE 


r the 


FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 


s 


Fell ‘ 
Neti 
iret > 





of Satisfied Customers”’ 


“The House 


Dinnerware 
Gold and 


Decorators of Fine 
Service Plates. Satin, 
Encrusted Specialties 


ATLAS CHINA CO., INC. 
7 W t Street, New York 











“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 
Send for IMlustrated Catalog 
+ 


ENRIGHT - LECARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 





OLD WATBRFoRs 
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IT TAKES HOLD 
OF THE GIFT-WISE 





KARVIT 
TONGS 
Cleverly combining the use- 
ful with the beautiful to 


make a gift of surpassing 
appeal. 





FOR XMAS, 
Weddings, Anni- 
versaries, Bridge, 


Birthdays and 


other occasions 






Attractive display 


For holding roast dend with Glos 


° | mirror background 
or fowl firm y FREE 
while carving at 


the table or taking from oven. 


ORDER AT ONCE WHILE SUPPLY LASTS 


QUADRUPLE 
SILVER PLATE 
per doz. 24.00 


retails for $4.00 
plus Federal tax 


CHROME FINISH 


per doz. 13.80 


retails for $2.00 
plus Federal tax 





SALESMEN: write for KARVIT 


os a profitable side-line. 


Karvit Division 


QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, O. 
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| Base Metal Situation 


(From page 119) 


employed in the industry in Rhode 
Island alone. The total in the Providence- 
Attleboro area is estimated at upwards 
of 30,000. 

The jewelry industry is not like others 
where plants are scattered all over the 
country and where a single shop crew 
might find ready employment near home. 
Workers who would be affected by any 
serious curtailment in this region are 
mostly unskilled, or skilled in one partic- 
ular operation, and would have difficulty 
in adapting themseves to other work, at 
least for the immediate future. 

Many of the larger firms are working 
on defense orders such as_ insignia, 
booster cups and brass clips for rifles. 
But the industry in general is pessimis- 
tic on the likelihood of receiving exten- 
sive defense work. As one executive ex- 
plained, “We simply haven’t got the 
proper equipment, but what we can do 
we are willing to do, at no profit.” 

The New England Manufacturing 
Jewelers and Silversmiths Association 
has had for some months in its employ 
an engineering expert to serve as liaison 
man for the member firms. 

During the latter part of Aug. 25 
small manufacturers, mostly in the 
| jewely and metal novelty lines, formed 
the Rhode Island Co-Operative Engi- 
neering Association, the purpose of 
which is to help local manufacturers who 
belong to it to obtain defense contracts 
either from the Federal government or 
from the larger defense manufacturers. 
All manufacturers belonging to the asso- 
ciation, which is a non-profit group, will 
be stockholders. 


Nov. 20 Is Thanksgiving Day 
| In Most States This Year 


Although eleven states have changed 
their minds since last year on the ques- 
tion of when to observe Thanksgiving 
Day there still will be about the same 
balance so that about two-thirds will still 
observe the holiday on Nov. 20, the date 
designated by President Roosevelt. 

Massachusetts, the state where the ob- 
servance had its inception, was among 
those which decided on the earlier date, 
in the interest of national unity. The 
states which will observe the traditional 
turkey day, on Nov. 27, are: Arkansas, 
Delaware, Florida, Georgia, Towa, Kan- 
Montana, Nebraska, Nevada, New 
Hampshire, New Mexico, Oklahoma, 
Pennsylvania, South Carolina, South Da- 
kota, Tennessee and Vermont. 


Sas, 


$5,600 in Defense Bonds 
Given 44 Duval Employees 


Forty-four employees who have been 
with the Duval Jewelry Co., Jacksonville, 
Fla., for the past vear or more, were the 
happy recipients of a defense bond 
apiece, at a company banquet, recently. 
The bonds, distributed by A. O. Jenkins, 
president, as part of the firm’s bonus dis 
tribution, had value of $5,600. 


Gruen Declares Dividends 


The directors of Gruen Watch Co. de 
clared the regular quarterly dividend of 
31% cents a share on preferred stock, 
and a dividend of 12% cents a share on 
common stock. The dividends are pay- 
able Oct. 1, 1941, to stockholders of rec- 
ord Sept. 15, 1941. 





The 

RETAIL 
JEWELERS’ 
BUYING 
SERVICE 


BORN! 


OFFICE FOR JEWELERS 
OPENS IN NEW YORK 


* 

This new Service is the outgrowth 
of the growing needs of the retail 
jeweler for a Resident Buying of- 
fice in New York City. . . . This of- 
fice will be a clearing house for the 
merchandise needs of the retail 
jeweler. .. . Besides helping the 
jeweler fill orders for special items 
that he has calls for but doesn’t 
carry or know just where to find, 
this new Service will also aid ‘the 
jeweler in locating a lot of other 
urgently needed goods. . . . Hun- 
dreds of sources will be shopped 
each week for new, desirable, 
jewelry store items and lines and 
information on this and other im- 
portant matters will be boiled down 
and sent to members in printed 
bulletin form. 


Members will also receive ex- 
pert advice and counsel on 
such things as: 


Advertising — Merchandising — 
Display — Store modernization — 
and other important jewelry store 
problems. 





Without cost or obligation, send for 
our 4-page folder outlining the whole 
Service 
Company 


Name 


City 


RETAIL JEWELERS’ BUYING 
SERVICE 


11 West 42nd St., 
New York 


THE JEWELERS’ CIRCULAR-KEYSTONE 








— 








10% IRIDIUM-PLATINUM 


As distributors of Iridium-Platinum to the jewelry industry, we have 


been requested by: 


| OFFICE OF PRODUCTION MANAGEMENT 
WASHINGTON, D. C. 


to cooperate in the defense program by conserving Iridium solely for use 


1 “Priority”. 


We therefore recommend the use of Platinum-Ruthenium alloy as a very 
satisfactory substitute for Iridium-Platinum alloy. This alloy is not new 
to the jewelry industry and we shall be pleased to continue to take care 


of your requirements. 


KASTENHUBER & LEHRFELD 
24 JOHN STREET NEW YORK, N. Y. 














—— Gonuventence < “More watch repairs in 


The Keynote of 


the first week with our 


Watch &--——_— 
THE BILTMORE > Master 


than in preceding month” 


BELIEVE IT OR NOT. writes 
H. F. Underwood, Jeweler, in Jack- 
sonville, “I took in more repair- 
work in the first week that we had 
a Watch Master than in all the pre- 
ceding month. Folks talk about it. 
which holds old customers while 
making new ones, ... and I find | 
ean own a WatchMaster for less 


























Direct elevator and stairway connections with Grand 


Central...to all that 1s best in luxurious comfort; high money than I used to spend for 
quality meals and perfect service. To heighten the en- advertising. 


The Watch Master pro- 
duces printed records 
showing the twenty-four 
hour rate of any watch and 
indicating the cause of any 
irregularity. Write for our 
“2.way profit plan.” 


joyment of your visit to New York...stayat The Biltmore. 


Single Rooms, $5.50 up . Double Rooms, $7.50 up, 
Suites, $12.00 up 


THE BILTMORE 


r . 
David B. Mulligan, President \met ican rime P roducts 
eT creer San Sie Neem: mee 580 Fifth Avenue Ine. New York, N. Y. 














Distributors of Western-Electric Watch-rate Recorders 
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STILL PAYING 
TOP PRICES 


E are still paying top prices for 


sweeps from U.S.A. 
We are still covering them against 
loss on the way 
Why not ship us your next barrel as 


usual? 


Lees 
Sanders 


LTD. 
BIRMINGHAM: 18: ENG. 


SWEEP 
SMELTERS 


FOR NEARLY A CENTURY = 

























WATCH + 
w® CLOCK & ELECTRIC CLOCK & 
OILS 


Improved 


WATCH & 
lor years, the majority of users of 
watch and clock oils have preferred 





Nye's. Now, due to world condi 
tions, Others are turning to Nye for 
assured supply, and are discover- 
ing the unvarying high quality 
that built such a loyal following 
Nye Oil is an American prodr t 
from ‘“‘porpoise jaw to bottle’’. 
Ask your materials supplie f 


Nye 


BRACELET WATCH 











“MADE 


NEW BEDFORD, MASS. 
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AMERICAN” SINCE 1844 AT 


NYE’S )) 








+ + + + 


BELLEVUE 


“One of the Few 


Famous Hotels in 


AMERICA, 





announces, as 194] autumn news.. . hundreds 
of rooms and baths modernized . . . a beautiful, 
new, completely air-conditioned Coffee Shop— 
seating 400, open from early breakfast to late 
supper, featuring finest food, modern service at 
really popular prices. Other air-conditioned 
restaurants. Unsurpassed facilities for comfort 
and the enjoyment of true Philadelphia hos- 
pitality. Reasonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 







CLAUDE H. BENNETT 
General Manager 





eS 

















WILLIAM G. SEIDENBAUM 


Advertising Ageacy 
9 EAST 40th STREET. NEW YORK 
Telephone AShiand 4-3763 


Mr. P. Fahrendorf 

Jewelers Circular Keystone 
100 East 42nd Street 

New York City 


Dear Mr. Fahrendorf: 


It might interest you to know tnat the one column 
Siguund Cohn ad regarding the substitution of 

Ruthenfum for Iridium Platinum in the manufacture 
of jewelry has created a very gratifying response. 


At the time our clients spoke to us about preparin, 
this ad, we recommended that it be a one-half pase 
or full page. However, Sigmund Cohn felt that since 
this was the initial effort on the Rutheniun appeal, 
that they wanted to go slowly. The results on the 
one column ad proved I.was wrong - insofar as the 
effectivcness of the message was concerned. 


It also proved that Jewelers Circular readers will 
see a messace no matter whet size and no matter where 
it is put. 

As a sequel to the situation mentioned above, 

Sigmund Cohn is going in for a one-half page ad tr 
your next issue. 
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Practical Modern Watehmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


| Part V—Poise 


| Section 1 





N order that the balance and hairspring act as a per 

fect vibrating system, the balance wheel must be in- 
fluenced only by the energy stored in the hairspring and 
be totally unaffected by any outside forces. We will as 
sume, therefore, that there is no friction on the balance 
pivots and our balance wheel is free to oscillate without 
being influenced by any outside driving force such as an 
escapement. With these assumptions, it can be seen that 
the only outside influences that could affect the balance 
wheel, neglecting temperature, would be gravity and 
magnetism. This brings up the problem of poise of the 
vibrating assembly. : 

Of the various factors involved in the timing of a 
watch, poise is probably the main factor in obtaining a 
watch which will time accurately in various positions. 
If it is assumed that a hairspring is isochronous, and 
that a balance system is perfectly poised, a watch should 
keep perfect time in all positions, independent of the 
amount of motion of the balance wheel. 

The degree of isochronism of a watch can only be de 
termined in the cock-up and dial-up positions. In the 
vertical positions with the 6, 9, 12 and 3 up, poise will 
play a very important part in the time obtained from 


the watch. Since the balance wheel and hairspring make 
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This is the twelfth instalment of a series of 
original articles on “Practical Modern Watch- 
making,”’ which have been prepared for the 
new educational program of the Horological 
Institute of America and through the courtesy 
of that organization are here appearing in 
print for the first time. Following their first 
publication in JEweLeRS’ CirCULAR-KEYSTONE. 
reprints of the articles are made available 
through the Horological Institute, to whom 
requests and inquiries should be directed. 
Address Ralph E. Gould, Secretary, Horologi- 
cal Institute of America, c/o Bureau of 
Standards, Washington, D. C. 











the oscillating system, any out-of-poise anywhere in this 
system will cause a time-keeping error in different verti 
cal positions. 

Not only must the balance wheel, rollers and balanc« 
staff be absolutely poised, but the hairspring collet and 
hairspring as well must be poised with similar accuracy. 

This reference to the poise of the hairspring does not 
mean that the balance wheel should be poised with the 
hairspring attached, but means that the truing, leveling 
and centering should be done with such accuracy that 
the weight or forces of the spring will be evenly dis- 
tributed around the balance staff. 

In case the balance wheel is not poised and is oscil 
lating with the balance staff in a horizontal position, the 
balance is affected not oniy by the hairspring, but also 
by the action of gravity on the unpoised portion of the 


oscillating system. 


EFFECT OF GRAVITY 


Assume that the balance wheel is out-of-poise due to 
a weight so placed that when the balance staff lies in a 
horizontal plane the center of gravity or mass of the 
balance wheel is directly underneath the center of ro- 
tation when the balance wheel is at rest in its zero po- 
sition. (Fig. 32-A.) 

Now consider that the balance wheel is in motion, but 
moving through less than one turn (180 deg. each side 
of the neutral position). When the balance wheel comes 
to rest at the end of an outward swing with all the en 
ergy stored in the hairspring as potential energy. the 
unbalanced portion will be near the top of the balance 
wheel. (Fig. 32-B.) 

As the potential energy in the hairspring is trans 
formed into motion of the balance wheel, the force of 
gravity acting on the unpoised weight will add addi 


tional kinetic energy to the balance wheel in the same di 
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rection as that added by the hairspring with the result 
that the balance wheel will be acted upon by a stronger 
force and will move faster than when acted on by the 
hairspring along. This will make the watch go faster. 

Now assume that our unpoised weight has reached 
the bottom of its path with all the energy stored in the 
balance wheel, and none in the hairspring. The kinetic 
energy stored in the balance wheel during the next por- 
tion of its path will be given up partly to the hairspring 
and party to raising the unpoised portion of the balance. 
(Fig. 32-C.) Thus our balance wheel will transform its 
kinetic energy to potential energy faster than if under 
the influence of the hairspring alone. The result of this 
is again as if a stronger hairspring were used and the 
‘alance wheel during this portion of its path will come 
to rest sooner. From this it can be seen that if the un- 
poised balance described above is making less than a 
one-turn motion, it will take less time to complete an os 
cillation than a poised balance would, and the watch will 
be fast. 

Now suppose that it is making more than a one-turn 
motion (Fig. 32-D). Starting with the balance wheel in 
its position of rest at the extremity of any definite vi- 
bration, with all energy stored in the hairspring, during 
the first portion of its path until the unpoised portion 
reaches the top, the hairspring will be acting to move 
the balance wheel in the opposite direction. During this 
portion of its path, the balance moves as if acted upon 
by a weaker hairspring. After reaching the top of its 
path and going down to the zero position of the bal- 
ance wheel, the hairspring is seemingly strengthened by 
the energy added to the balance wheel from the un- 
poised weight. Thus during one portion of the path the 
unpoised weight is making the balance wheel move 
slower, in the other portion of its path the unpoised 
weight is making it move faster than a poised balance 
wheel, and it might appear that there may be some mo- 
tion at which these effects would counteract each other. 

The figures in Table 3 show the results of an actual 
test indicating the change in rate between the 12 and 6 
up positions, due to change in motion. Counterpoise re 
mains as stated under Fig. 32-A. The difference in rate 


MOTION 330°] 350°} 360°| 380° | 400° | 420°| 438° | 442°| 444° 
RATE, (2 ve 2. ,, 9 7 re \|I7.4 


TE, 6 UP 
OW FERENCE 





Table 3 


will be in direct relation to the theory laid down in the 
preceding text and the magnitude of errors will depend 
upon the amount of weight added to the balance wheel. 

Chart No. 3 plots time against motion, and shows 
that with a motion of 270 deg. (135 deg. each side of 
the center line) the 12 up position runs 131.4 sec. faster 
than the 6 up position. By increasing the motion of the 
balance wheel this gain of 131.4 sec. is gradually re- 
duced until at a motion of 444 deg. we have obtained a 
zero rate. 

The following explanations are given for the sake of 
greater clarity in presenting the effects of counterpoise 
on position rates. All watchmakers who possess timing 
machines should test a watch in the 12 and 6 up posi- 
tions so as to check the matter of counterpoise. 
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CONCLUSIONS ON EFFECT OF COUNTERPOISE 


ist. Assume a watch in the 12 up position with the 
counterpoise weight at the bottom of the balance wheel: 

(a) If the motion is under 444 deg. (11 plus turns), 
the rate will be faster in the 12 up than in the 6 up po- 
sition. 

(b) If the motion is over 444 deg. (14g plus turns), 
the rate will be slower in the 12 up than in the 6 up po 
sition. 

2nd. Assume a watch in the 12 up position with the 
counterpoise weight at the top of the balance wheel, then 

(a) If the motion is under 444 deg. (11 plus turns), 


Rate in 12 up position 
faster than in 6 up posi- 
tion. With the motion at 
360 deg. the counterpoise 
weight will operate continu- 
ally in fast area, that is be- 
low 360 deg., or | turn of 
motion. 





the rate will be slower in the 12 up than in the 6 up po 
sition. 

(b) If the motion is over 444 deg. (11g plus turns), 
the rate will be faster in the 12 up than in the 6 up po 


sition. 


For 12 deg. the coun- 
terpoise weight is act- 
ing in the slow area, or 
6 deg. beyond the ver- 
tical line. The retarding 
effect at this motion is 
not enough to cancel 
the effect during the 3 
360 deg. before the ver- 
tical line, therefore the 
rate in the 12 up posi- 
tion will be faster than 
the 6 up rate. 





A-186 B-186 
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Analyzing the above conclusions in relation to Fig. 
83-a, b, c, it is possible to make the following state 
ments : 

Ist. When the force of the spring and the action of 
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Rate in 12 up position 
will be the same as in 
the 6 up position. Los- 
ing effect of counter- 
poise weight during 84 
deg. of motion cancels 
gaining effect during 
360 deg. 


gravity on the weight are in the same direction the rate 
will be fast. 

znd. When the action of gravity on the weight and 
the force of the spring are in opposite directions the rate 
will be slow. 

l’'rom these two rules it can be seen that when the 


counterpoise weight is at right angles to the 12 up posi 


——— HEAVY SCREW 


FIG S4 


tion as shown in Fig. 34 that counterpoise will not af 
fect the rate in either the 12 up or 6 up position, but the 
9 and 3 up positions then become the axis of greatest 
vibration. 


(To be continued next month) 


STERLING EMBLEM TO REWARD SILVER SALESMEN 
The Sterling Silversmiths Guild of America will 
present an emblem—a lapel button for men, a pin for 
women—to all who successfully complete the Guild’s 
course in “The Fine Art of Selling Sterling Silver.”’ 
When the series of 20 “Sales Builder’ bulletins is 
completed, each person enrolled in the course will be 
entitled to take a quiz, which will be marked by an 
examining board—and all who are successful with the 
answers will receive a “Sterling Silversmiths Guild 
Award” to denote the wearer's serious interest in his 
work and his willingness to devote thought and study to 


his advancement and improvement. 


FOR OCTOBER, 1941 


The emblem, shown about twice actual size in the 
accompanying illustration, is made of sterling silver 
from a design by the famed sculptor, Aristide Cianfarani. 

“Sales Builder’ bulletins will be issued at intervals 


of 10 days to two weeks during the coming year, skip- 
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Right — Sculptor's design 23 BS : 
for the Sterling Silversmiths & opeg 
Guild Award. 
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ping the summer and holiday seasons. Price for the 
entire course is $2, payable to the Guild, of which 
Alexander Vincent is secretary, with offices at 20 W. 


47th St.. New York. 


WORKSHOP QUESTIONS AND ANSWERS 
_—— TOOL JAWS—About these arguments 


on steel vs. agate poising tool jaws; what do you 


say? (Question No. 5356.) D. M. 


Answer—Our idea of the right answer in this case 
is that much more depends upon the good material and 
workmanship in the jaws than upon whether they are 
made of steel or agate. If the material is hard, ground to 
a good clearance away from the pivots as they lie on the 
jaws, and furthermore ground and polished perfectly 
straight without indentations, and both jaws alike, then 


just as good work can be done on steel as on agate jaws. 


EMENTING BLADES—Desire a formula for a 

strong cement to fasten table knife blades in hol- 
low silver handles; I have a set of this type tableware 
to renovate. (Question No. 5357.) T. O. 


Answer—The most used formula for cement for this 
purpose is by weight: rosin, 4 parts; beeswax, 1 part: 
brick-dust, 1 part. The brick-dust can be obtained by 
crushing “‘soft” brick of the kind used in the inner parts 
of walls; not the hard “‘face’’ bricks used for the outer 


surfaces of walls. 


N ICROMETER CALIPER—I intend to buy a 

micrometer caliper gauge for measuring for staftt 
work. What kind would you recommend, between one 
measuring in thousandths of an inch, and one showing 
hundredths of a millimeter? (Question No. 5361.) M. O. 


Answer—For watch work, the metric micrometer is 
unquestionably better. If you use the inch and thou 
sandths, the basic unit is so great in length that practi 
cally no piece of work contains as much as one of the 
units; the measurements are all in thousandths, so the 
numbers involved are high and not so easily used in 
mental arithmetic. But with the metric caliper, the units 
are millimeters, and most pieces of watchwork are of 
dimensions containing several millimeters plus a few 
tenths, or hundredths, comparatively small numbers, 
easily handled mentally, and any calculations are made 
in decimals. Furthermore, in the watch industry the 
trend is toward universal use of the metric system in 
stead of the inch and its fractions. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 


word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








JEWELER, engraver and diamond set- 
ter; first class. Address “H., 852,” care 
Jewelers’ Circular-Keystone. 


STIENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 92 Nassau St., Cort. 


7392. New York. 


WATCH AND CLOCK repairer, desires 
steady position with reliable firm; 24 
Vears’ experience. Address ‘K., 793,” 

re Jewelers’ Circular-Keystone, 


OPTOMETRIST, Illinois license: good re- 
fractions, jewelry salesman. Address 
“Cireular 313," Room 1415, Heyworth 
bldg., Chicago 


KrIRST CLASS jewelry jobber, stone- 
setter and engraver; 30 years’ experi- 
ence; best references, Address “E., 
864," care Jewelers’ Circular-Keystone. 


WANTED, situation as second watch- 
maker just completed watchmaker's 
school; age 28, single. Write, Donald 
Quinn, LaGrange, Mo. 


SALESMAN or manager for credit store; 
age 36; best of appearance and refer- 
ence; 17 years’ experience i 
Hoover, 1203 N. Tuxedo, Indianapolis, 
Ind. 


POSITION by watchmaker, age 58, A-1 
watchmaker, any make watch; salary 
or commission; South or West. Address 
“D., 908," care Jewelers’ Circular-Key- 
stone, 





YOUNG WOMAN, several years’ experi- 
ence, desires position in gold office ring 
manufacturer ; complete charge’ stock, 
orders, ete. Address “D., 914,” care 
Jewelers’ Circular-Ke ystone., 





( \RDE R CLE RK, intelligent, capable; 
Elliott-Fisher biller, stock, perpetual in- 
ventory, catalog contracts, showroom 
selling, ‘assist buyer. Address "ay Sen 
care Jewelers’ Circular-Keystone. 








YOUNG LADY, fully experienced in 
jewelry, capable of taking complete 
charge ; compete nt; best references. Ad- 
dress “K., 856,” care Jewelers’ Circu- 
seg ln 

WATCHMAKER, 40, 20 years’ experience 
Swiss and American watches; best of 
reference; West preferred. Address 
“G., 869,” care Jewelers’ Circular-Key- 
stone. 





BOOKKEEPER, full “charge of office de- 

tail; 10 years’ experience in jewelry 
industry ; excellent references. Address 
“B., 753,” care Jewelers’ Circular-Key- 
stone. 
‘-ERTIFIED better “type salesman desires 
position in high class store; excellent 
references and personality; New York 
or vic inity. Address ‘“‘T., 889,” care 
Jewelers’ Circular-Keystone. 

Ss SAL ES MAN covering California with ex- 
cellent following, is open for prominent 
gent’s stone ring line; commission only. 
Address “B., 803,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN requires leather strap line 
for California territory; excellent con- 
nection, capable of volume business; 
commission only. Address “D., 804,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, 12 years’ experience at 
the bench; can do all clock and watch 
repairing; $25 per week. Address, J. 
B. Turner, R. 2, Box 67, Pink Hill, 
ny. € 








REPAIR department manager; excellent 
estimator; graduate horologist, R. R. 
watch inspection experience, adjusting 
and close timing: age 45. Address “P., 
882,” care Jewelers’ Circular-Keystone. 


A-1 WATCHMAKER and salesman; 20 
years’ experience ; bracelet watches and 
high grade work. Address “Circular 
1312,” Room 1415, Heyworth Bldg., 
Chicago. 


WATCHMAKER, 15 years’ experience, 
Bradley trained; neat appearing, ex- 
cellent reference; married; age 39; de- 
sires permanent position. Address “B., 
822,” care Jewelers’ Circular-Keystone 


SALESMAN with excellent connection, 
covering California, desires good line 
commission basis; volume producer. 
Address “F., 805," care Jewelers’ Cir- 
cular-Keystone, 


SALESMAN, retail, Christian, desires 
permanent position with reliable con- 
cern; 25 years’ experience; thorough: 
at present employed. Address “B., 
859,” care Jewelers’ Circular-Keystone 

BOOKKEEPER, STENOGRAPHER 
young woman, thoroughly competent 
take full charge, credits, collections, 
correspondence; 10 ye ars’ experience 
jewelry trade, Address “B., 207,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, large experience retail 
stores; knows every angle of credit 
jewelry business, desires change; hard 
worker; can trim attractive windows. 
Address “J., 841,” care Jewelers’ Cir- 
cular-Keystone. 

WATCHMAKER, expert on Swiss and 
American; number of years’ experi- 
ence; school trained: best of refer- 
ences; like position with reliable firm. 
Address “C., 902,” care Jewelers’ Cir- 
cular-Keystone. 

COMPETENT watchmaker desires posi- 
tion with reputable store; 15 years’ ex- 
perience as manager repair depart- 
ment; excellent references; possibility 
of junior partnership desirable; south 
preferred. Address “C., 687,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 15 years’ experience 
with better stores, desires permanent 
position as manager repair department ; 
excellent references as to character and 
workmanship; South preferred. Address 
Be 637,” care Jewelers’ Circular-Key- 
stone. 








WATCHMAKER, 22 years’ experience, 
best references, married, wants perma- 
nent position ; can also do clock and 
light jewelry repairs and salesman. Ad- 
dress “C., 807,” care Jewelers’ Circu- 
lar-Keystone. 

SALESMAN, 26, "deferred, neat appear- 
ance, experie nced every phase of retail 
je welry store, desires position with 
future; New York or vicinity. Address 
“A., 827,” care Jewelers’ Circular-Key- 
stone. 

MANAGER or salesman, 20 years’ ex- 
perience in credit and retail jewelry 
business; complete knowledge of *buy- 
ing, selling, credits, collections and 
bookkeeping. Address P. O. Box 5383, 
Dallas, Texas. 











OPTOMETRIST, registered in Pennsyl- 
vania State; also jewelry salesman: 
cash or installment; 20 years’ experi- 
ence; satisfactory references; moderate 
salary to start. Address “V., 891," 
care Jewelers’ Circular- Keystone. 








ENAMELER, manufacturers oc hard 
enamel goods, insignia, emblems, etc., 
in need of the services of an experi- 
enced enameler, can contact him. <Ad- 
dress “D., 797,” care Jewelers’ Circu- 
lar-Keystone. 


YOUNG WOMAN, se veral years’ experi- 
ence in office jewelry concerns; take 
charge of stock, orders; good at 
figures; knowledge weighing diamonds, 
etc. Address “O., 915,” care Jewelers’ 
Circ ‘ul: ir-Ke rystone. 

WATC HM. AKE R, light engraving and 
jewelry repairs; young, married; Brad- 
ley graduate; desires permanent posi- 
tion in Florida: high grade work; ex- 
cellent references. Address “J., 786," 
care Jewelers’ Circular-Keystone. 


YOUNG MAN, thoroughly experienced in 
order department, stock and_ buying, 
desires position with wholesale watch 
or jewelry concern: excellent refer 
ences. Address “K., 843,” care Jewel- 
ers’ Circular-Keystone. 

SALESMAN or manager of credit se -wel- 
ry store; 18 years’ experience in 
windows, credits, buying, selling, ad- 
vertising, promotions, ete., now em- 
ployed, desires change. Address “‘J., 
854," care Jewelers’ Circular-Keystone 

EXPERT manufacturing jeweler, setter, 
designer, special order platinum, etc., 
wants permanent position with reliable 
retail concern: have good background; 
reference. Address ‘T.., 857," care 
Jewelers’ Circular-Keystone 

BOOKKEEPER, full charge, typist 

voung lady, nine years’ experience 

iewelry-diamond concern; selling abil- 


ity: excellent references ; thorough 
ar ledge jewelry line. Address “S., 
851,” care Jewelers’ Circular-Keystone. 


YOUNG LADY, several years’ experience 
in manufacturing and wholesale jewel 
rv: full charge of factory office and 
regular office routine; $25 per week 
Address ‘N., 847,” care Jewelers’ Cir 
cular-Keystone. 


WATCHMAKER, 28 years’ experience 
close timing, proper adjustment; all 
makes of watches: good references 
wishes steady position New York or 
vicinity. Address “F., 833,” care Jewel 
_ers' Cire uli ir-Keystone. 


WATCHMAKER, honest, good workman, 
close timing all grades, sizes; sober; 
optical experience; front bench or 
shop; producer; American. Address 
“Atlantic, 845,” care Jewelers’ Circu 
lar-Ke} »ystone. 

WATCHMAKER, experienced, good me- 
chanic: school trained: Wisconsin li- 
eense: now employed Towa; railroad 
inspection: benchwork only; _ prefer 
South or West Coast, but go anywhere 
$35 week. Address “H., 840,” care 
Jewelers’ Circular-Keystone. 
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SITUATIONS WANTED—Continued 








ENGRAVER, expert, 
Christmas job, three months or more; 
high class store only; New York, East 
or South; fine inscriptions and mono- 
grams; reference; top salary. Address 


fast man, desires 


“A.B.C., 907,” care Jewelers’ Circular- 
Keystone. 

36 A DAY gives better type retailer, 
New York City vicinity, salesman, pro- 
motion man; 12 years’ experience cash, 
credit; Christian; 36; unusually good 
ability, background, credentials. Ad- 
dress “D., 860," care Jewelers’ Circu- 


lar-Keystone. 


ACCOUNTANT, credit man, college 
graduate, 26, practicing accounting for 
three years, plus two years’ jewelry 
experience; desires new connection; 
personable and practical; draft de- 
ferred. Address ‘“M., 875,” care Jewel- 
ers’ Circular-Keystone. 

SALESMAN, 25 years’ experience whole- 
sale, retail, jewelry and silver, selling 
and buying: knowledge of all lines; 


married ; 
position 
Cir- 


references; 43 
Christian; wish 
Address ‘“‘J., 842,” 
cular-Keystone. 


years of 


age; 
permanent 
care Jewelers’ 


YOUNG MAN, capable, honest, depend- 


able, seeks employment with opportu- 
nity; over 10 years’ experience with 
wholesale, retail and credit trade; New 


York City and vicinity only. Address 


‘F., S66,” care Jewelers’ Circular-Key 
stone. 
VERY Swiss and R R 


CAPABLE 
9- 


watchmaker ; 5 years’ experience 


good estimator; employed at present, 
desires connection with good firm; pre- 
fer watch work only; good references 
Address ‘M., 846,” care Jewelers’ Cir- 
cular-Keystone. 

SAMPLE LINE wanted; have had some 
selling experience; am a first class 


diamond assorter, seven years; have a 
thorough background in mounted jewel- 
ry, merchandising, findings, ete I 
would like to sell. Address “L 
care Jewelers’ Circular-Keystone 


$20.” 


MANAGER - SALESMAN, 





experienced 


chain store installment man; execu- 
tive real ability, capable taking com- 
plete charge, credits, collections, sell- 
ing, advertising, promotions, merchan- 
dising, window display, ete now in 
Ohio; go anywhere. Address “F., 839,” 


care Jewelers’ Circular-Keystone. 





WATCHMAKER (only), high class me- 


chanic; 35 years’ experience in stores 
and shops’ with leading American 
firms; competent on all fine and small 
watches; have good tools and refer- 
ences; salary $50; no credit, chain or 
trade shops Address “R 883,” care 


Jewelers’ Circular-Keystone. 


GOOD WATCHMAKER, managerial 
ability and experience; efficient, honest, 
dependable ; 49, married, American 
citizen; wants appropriate, permanent 
position about November 1; congenial 
working conditions essential; excellent 


references. Walter K. Schmidt, care 
American Embassy, Mexico City; after 
October 10, General Delivery, San An- 
tonio, Tex. 

A-1 WATCHMAKER;; factory and _ fine 
store experience; thorough knowledge 
of baguettes, fine time pieces and com- 
plicated watches, capable of making 
parts; good estimator; desires position 
with reliable firm where conscientious 


considered first; age 
States preferred 


Jewelers’ Cir 


workmanship is 
36: married; Eastern 
Address “J., 871,’ care 
cular-Keystone 


DISPLAYMAN-JEWELRY; thoroughly 
experienced man desires change; 
store or chain organization; win- 
dows, interiors, backgrounds, set- 
tings, cards, posters; some advertis- 
ing experience; good education; 
married. Address “J., 783,” care 
Jewelers’ Circular-Keystone. 








CLASS diamond and _ stone 
setter, ring maker, designer and 
engraver; Gentile; 37 years old; 
single; wants permanent position 
with small ring manufacturer in 
Seattle, Washington, Address “L., 
874,” care Jewelers’ Circular-Key- 
stone. 


FIRST 


STORE MANAGER, now employed, 


wishes to make change with reliable 
concern in New York or vicinity; 22 
years’ experience in retail jewelry 
business; expert window man; knows 
diamonds, special order work; live 
producer; five years with present con- 
cern; well known in the trade; excel- 
lent references; salary $65. Address 
“A. 858," care Jewelers’ Circular-Key- 
stone. 


EXECUTIVE position wanted; seven 
years’ experience trade shop and 15 
years’ retail jewelry business; com- 
petent watchmaker and_ jeweler 
with two years’ college training in 
business management. Address “‘A., 
906,” care Jewelers’ Circular-Key- 
stone. 


MANUFACTURING jeweler, platinum 
worker, desires connection with good 
firm that can pay $70 per week 
for a man with education, who can 
manufacture and sell a customer 
anything in fine work; a married 
man who has the desire and ability 
to get ahead. Address “E., 909,” 


‘are Jewelers’ Circular-Keystone. 


THIS IS ADDRESSED only to a first 
class jewelry store; have 23 years’ ex 
perience in watchmaking and am capa- 


ble of taking full charge of 
partment; thoroughly 


repair de- 
experienced — in 


salesmanship, window trimming and 
making window displays; have been 
working for the last 20 years at my 
present position, but desire to make a 
change; can furnish excellent refer- 
ences; salary desired, $50 per week. 
Address ‘A., 785,” care Jewelers’ Cir- 


cular-Keystone 


A SALESMAN of unusual ability who 
has covered the entire South for 
many years, will be interested in as- 
sociating himself, on January 1, 
with an established diamond con- 
cern (loose or mounted stones) or 
a ring manufacturer; he commands 
business of the best jewelers and in- 
stallment concerns in the territory. 
is a real volume seller, a business- 
builder, and has a fine reputation in 
the trade. Address “A., 821.” care 


Jewelers’ Cireular-Keystone. 


Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 


Philadelphia, Baltimore, Washington, 
New England, desires side line; refer- 
ences furnished. Address “E., 4072,” 


care Jewelers’ Circular-Keystone. 


SALESMAN, with car, established trade, 
calling on jewelry stores in California, 
desires side lines; references furnished 
Address “F., 813,” care Jewelers’ Cir- 
cular-Keystone 





SALESMAN well known to best jewelers 


Pacific Coast past 15 years; capable 
ethical, industrious; own automobile 
want good manufacturer’s line fine 
references Address “G., 815,” care 


Jewelers’ Circular-Keystone. 


SALESMAN with established Chicago 
office desires gold filled or gold 
mounting line; interested in manu- 
facturer who can handle volume 
business, mostly with jobbing trade 
and large users; have good follow- 
ing and can produce in Mid-West, 
Northwest and South territory ; com- 
mission basis only; can furnish best 
of references. Address “Circular 
1310,” Room 1415, Heyworth Bldg. 
Chicago. 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN to carry outstanding line of 
wedding rings covering Middle West 
and South Krasnow Manufacturing 
Co., 126 W. 46th St., New York. 


ALESMEN: reputable and long estab 


LR 


lished manufacturer of liquid silver 
polish has protected territories open 
product sells itself, repeats 90 per 
cent; highest commissions paid. Ad- 
dress “E., 778,” care Jewelers’ Circu 


lar-Keystone. 


‘HICAGO and Midwest 
wanted to handle fine 
silver jewelry calling on 
jewelers and department 

mission basis; give full 
Address “B., 900,” care Jewelers’ 
cular-Keystone. 


ALESMAN wanted for high grade 
platinum and gold, semi-mounted 
and unmounted jewelry at popular 
prices; territory West of Chicago; 
commission only; give full particu- 
lars, will keep confidential. Address 
“P., 916,” care Jewelers’ Circular- 
Keystone. 


representative 
line of sterling 
the better 
stores; com- 
particulars 
Cir- 


M | 








BHelp Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, jewelry engraver for a 
shop. Write, Chas. F. Damm, Inc., 703 
Main St., Buffalo, N. Y 


WANTED, 
tion for 
Jewelry Co., 226 


watchmaker; permanent pos 
right man; salary $50 Ray 
Broad St., Rome, Ga 
experienced 0o1 


JEWELERS, thoroughly 


watch cases and bracelets. J. Schulz 
15 W. 47th St., New York City 

WANTED, jeweler who can do repair 
and special order work Address “S 
S9O0."’ 


care Jewelers’ Circular-Keystone 


STORE MANAGER 
in Central Jersey 


for new credit unit 
Address “‘J., : 


eare Jewelers’ Circular-Keystone 
JEWELER, experienced; good = salary 
permanent position, contract if desired 


Morris Kaysen, 740 Sansom St., Phila 


delphia, Pa 


WATCHMAKER wanted for old estab- 


lished jewelry store: front man pre 
ferred; steady position Harry > 
Wright & Sons, Greensburg, Pa 


WATCHMAKER, thoroughly experienced 





on fine watches; steady job; good pay 
J. Sehulz, 15 W. 47th St., New York 
City. 

(Continued on page 148 
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HELP WANTED—Continued 





EXPERIENCED diamond aoties and all 
around jeweler for fine California re- 
tail store. Address “P., 884,” care 
Jewelers’ Circular-Keystone 

MAN W ANTE D i in watch eryeted ‘depart- 
ment, assist in crystal grinding; can 
work up if aggressive; permanent. 
Geo. Katzman Co., Louisville, Ky. 





JEWELERS W ANTED for new and re- 
pair work; steady positions year 
round. Orkin Jewelry Manufacturing 
Co., Dallas, Texas. 

WANTED, watchmaker, also combination 
man in Florida; permane nt job and 
good hours. Address “A., 766," care 
Jewelers’ Circular-Keystone. 

Ww ANTED, first class jeweler; state sal- 
ary and experience; must be able to 
do good work. Hershorn & Fiorella, 
203 University Bldg., Denver, Colo. 

Ww ATCHM AKE R and plain jeweler ; 
steady job; state reference and salary 
desired. A. sartley & Son, 237 Church 
St, Norfolk, Va. 











Ww AN’ rE :D, _ first class watchmaker and 
engraver; permanent position; must be 
good and fast; send references, etc. 
Phillips Bros., Inc., Lyne hburg, _Va. 

GOOD WATC HM! AKER and an appren- 
tice; must have good references; write 
full partic ulars. Address “Fla., 835,’ 
care Jewelers’ Circular-Keystone. 

WATC HM AKE RS wanted ; good opportu- 
nity; steady employment; state full 
particulars. Norman I. Harris, Inc., 
503 Market St., Wilmington, Del. 

JE WE L E R, able to do special order work 
and jewelry repairing; immediate open- 
ing; permanent for right man. Sims, 
180 Genesee St., Utica, _N. x 





ENGRAVER, lettering on jewelry, for 
Middle south; must be fast; salary, 
$50 and bonus; submit samples; perma- 
nent position. Address “Circular 1314,” 
toom 1415, Heyworth Bldg., Chicago. 





SALES CONDUCTOR to conduct jewel- 
ry sales; state qualifications and ref- 
erences in first letter. National Sales 
Service, 550 Boatman’s Bank Bldg., St. 
Louis, Mo. 





WATCHMAKER and light jewelry re- 
pairer desired for a new store to be 
opened in August; nermanent position ; 
state age, salary and a ng ag May 
Co., 2 Main St., Hempstead, we ee. ae A 

WANTED, first and sec ond watchmaker, 
not of draft age; permanent position : 
30 years established. F. L. McDonnell, 
Jeweler, 123 W. Market St., Scranton, 
Pa 














JEWELER, diamond-setter, for small 
trade shop; permanent: $50 per week 
plus overtime; give age, full particu- 
lars first letter. C. F. Fosnaugh, First 
National Bank Bldg., Springfield, Ohio. 

Ww AN’ rE D, watchmaker, jeweler and ¢n- 
graver in Southeast; permanent for 
right man; pleasant working condi- 
tions Address “O., 881,"’ care Jewel- 
ers’ Circular-Keystone. 

WATCHMAKER take charge of depart- 
ment, estimate and take in work, help 
sales; old established store. Address, 
Jewelcraft, Inc., Miami, Fla. Full de- 
tails in first letter. 





GOOD watchmaker and engraver for 
regular run of store work: steady posi- 
tion; state age, salary and experience. 
Address “A., 899,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER interested in permanent 
location; will give interest in business 
to worthy man; send references. Ad- 
dress “I., 794,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, experienced retail jewelry 
salesman; good pay and_ excellent 
future to satisfactory man. Henry S. 
Marshall, 524 Cookman Ave., Asbury 
Park, N. J 


GOOD jewelry repairman and clock man; 
steady position; state salary and ref- 
erences; city of 65,000; Southeast 
Michigan. Fred Pauli, 28 W. Huron 
St., Pontiac, Mich. 


ESTIMATOR in watch repair depart- 
ment; must be watchmaker; good op- 
portunity and steady position for right 
man Rost Jewelry Co., Indianapolis, 
Ind. 





WANTED, experienced watchmaker who 
can. do good work; neat appearing, 
capable of waiting on trade; give age, 
reference and salary expected. Will 
Peterson Jewelry, Sioux sisal lowa. 





JEWELRY repairman and engraver or 
watchmaker and engraver; state age, 
qualifications, salary and _ reference; 
Pennsylvania. Address “R., 850,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, permanent position ; 
state age, qualifications, salary and 
references ; Central Pennsylvania. Ad- 
dress “P., 849,’ care Jewelers’ Circular- 
Keystone. 


WATCHMAKER wanted, combination 
man, at once; permanent; good salary, 
pleasant surroundings; give qualifica- 
tions, references, age, first letter. Tap- 
pan’s, Sherman, Texas. 








WANTED, a second watchmaker with ex- 
perience on clocks and jewelry; one 
with good character, willing to assist 
with trade. 3ostwick Jewelry Store, 
Cambridge, Ohio. 





CAPABLE ENGRAVER wanted; good 
position for man who can do high 
class work; write giving experience 
and present salary. Address “H., 780,” 
care Jewelers’ Circular-Keystone. 

ERRAND BOY willing to learn jewelry 
business from bottom up; best of ref- 
erences required; must see owner in 
person. Address “Fia., 834," care 
Jewelers’ Circular- Key stone. 

WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321," care Jewelers’ Cir- 
cular-Keystone. 

















WATCHMAKERS; experienced on all 
types watches and clocks; steady ¢m- 
ployment; to work in Massachusetts 
and Connecticut; give complete details 
and salary expected. Address “A.,, 
686,” care Jewelers’ Circular-Keystone. 








YOUNG MAN wanted with thorough 
jewelry buying and selling knowledge, 
preferably diamond man, by large con- 
cern; must have good appearance. Ad- 
dress “A., 789,” care Jewelers’ Circu- 
lar-Keystone. 





WANTED, experienced designer in fine 
platinum and diamond jewelry, for es- 
tablished retail shop; write stating 
background and salary wanted. Ad- 
dress “H., 589,” care Jewelers’ Circu- 
lar- Key stone. 

SILVER POLISHER wanted; good posi- 
tion for capable man; prefer one who 
can do phation : permanent job; write 
giving experience and present salary. 
\ddress “F., 779,” care Jewelers’ Cir- 
cular-Keystone. 








GOOD WATCHMAKER for part or full 
time, on commission, for Fall, Winter 
and Spring or longer, in pleasant shop, 
in the most tropical city in the United 
States. S. I. Echelbarger, Fort Myers, 
Mla. 





ISXPERIENCED retail jewelry salesman, 
or watchmaker or jeweler with selling 
ability; willing worker; steady posi- 
tion; state age, experience, salary ex- 
pected. Grunberger, Inc., Stamford, 
Conn. 





JEWELER, stone setter, engraver; good 
on new work as well as repairs; must 
have neat appearance, capable of as- 
sisting waiting on trade; permanent 
position, Miami, Fla. Address “D., 
832,” care Jewelers’ Circular-Keystone. 





WANTED, first class watchmaker and 
fine engraver on silverware; must be 
very capable in both; position perma- 
nent; $60 per week; fine city in 
Georgia. Address “‘E., 811,” « ‘are Jewel- 
ers’ ( ‘ircular-Keystone. 


WAT CHMAKER wanted; permanent 
year around position; must be good 
mechanic; good salary. Leff & 
Levin, 502 E. 138th St., Bronx, New 
York ¢ Cc ity. 


WATCHMAKER; must be man of ex- 
ceptional ability and experienced in 
finest work; salary $50 to $60 accord 
ing to ability; permanent position in 
large Florida City. Address, ‘“Watch- 
maker,’ Wolfsheim & Sachs, Inc., 20 
W. 47th St., New York City. 


DIAMOND SETTERS with factory 
experience on gold stone-set rings; 
state age, last employment and 
wages expected. Bardach & Gran, 
448 N. Capitol, Indianapolis, Ind. 














SALESMEN WANTED for watch bands, 
with following of jewelry retail, de- 
partment and chain jewelry stores in 
the Middle West, South and East; com- 
mission basis; details and references 
in first letter. Address ‘“‘D., 903,” care 
Jewelers’ ¢ ‘ircular-Keystone. 





JEWELER WANTED; iontn employ- 
ment; must be experienced in special 
order work and jewelry repairing for 
the trade; setting not required; state 
age, salary expected, references. M. J. 
Nierenburg, Inc., 42 Bank St., Water- 
bury, Conn. 





JEWELER WANTED; first class jewel- 
er and diamond setter for general 1e- 
pair work in one of largest and oldest 
fine jewelry stores in South; perma- 
nent position; state experience, refer- 
ences and salary wanted in first letter. 
Bromberg & Co., Birmingham, Ala. 








WATCHMAKER and engraver doing first 
class work willing to take charge of 
repair department; permanent position 
under ideal working conditions; state 
age, experience and salary in first let- 
ter; position open immediately. C. F. 
Lauterbach’s Sons, Petersburg, Va. 





WATCHMAKER with successful selling 
experience; steady position and 4d- 
vancement; state salary expected, age, 
married or single, religion, and refer- 
ences; how long employed at last two 
positions. H. H. Blase, 64 S. Main &t., 
Wilkes- Barre, Pa. 











WANTE ‘D a jeweler who is also a good 
setter: one having had experience of a 
better. class of work and with ability 
of assisting; must have factory experi- 
ence: give detailed information in 
every respec t. Address “C., 886,” care 
Jewe ‘le re’ Circ ular-Ke; »ystone. 

WATC HMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experienee. Address 
“K., 819.” care Jewelers’ Circular- 
Keystone. 

CAST RING Sheens must be able to 
earn not less than 75c¢ an hour; faec- 
tory located in Middlewest; steady 
work the year around. Address “D., 
772," care Jewelers’ Circular-Key- 
stone. 








SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open ; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 
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HELP WANTED—Continuea 





WATCHMAKER- wanted; first class 
watchmaker capable of doing work on 
ladies’ wrist watches and other fine 
watches; one of oldest and largest fine 
jewelers in South; permanent employ- 
ment; state experience, references and 
salary wanted in first letter. Brom- 
berg & Company, Birmingham, Ala. 





FIRST CLASS all 
repairman; must be 
prefer stone setter; 
combination man if possible; give full 
particulars first letter ; reference; 
wages desired; northeast Ohio. Address 
“K., 873,” care Jewelers’ Circular-Key- 
stone. 


around jeweler and 
fast and good; 
diamond setter 


JEWELER WANTED who has knowl- 
edge on special order work in yellow 
gold and platinum; $1 per hour; state 
in your first letter experience and give 
in detail just what you can do; must 
be an A-l mechanic; fine opportunity 
for advancement if ability is shown 
Address ‘B., 887,"’ care Jewelers’ Cir- 
cular-Keystone. 


WANTED engraver, experienced on 
general inscription and monogram 
engraving for fine retail store; per- 
manent position; give age, refer- 
ence and salary expected. Jobe- 
Rose Jewelry Co., Birmingham, Ala. 


JEWELERS for steady employment on 
repairs and special orders; fast 
workers; no union shop; also stone 


setter who can do engraving or 
jewelry work. Address “Buffalo, 
918,” care Jewelers’ Circular-Key- 
stone. 





BUSCH & SONS offer a splendid oppor- 
tunity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 


gram; write for an interview stating 
experience, qualifications, etc. 875 


Broad St., Newark, N. 





FOREMAN, by well known manufacturer 
of stone-set and fine enameled emblem 
rings; located west of Pittsburgh; 
should be American, 35 to 40 years of 
age and have a thorough knowledge of 
this phase of the business; good salary 


and excellent opportunity for capable 
man; all replies held in strict con- 
fidence. Address “C., 796,’ care Jewel- 
ers’ Circular-Keystone. 


MANAGER WANTED for credit jewelry 


store; excellent opportunity for the 
right man; experience necessary; e€xX- 
cellent salary; permanent position; 
only responsible person need apply; 


state present employment, present earn- 
ings and all information with regard 
to former employment and references. 


Address “C., 770," care Jewelers’ Cir- 
cular-Keystone 

ATTENTION: how much money are you 
now earning as a Salesman? Are you 
interested in a very good position with 


gxood salary and commissions, with good 
opportunity for advancement. If so, 
state present employment, present 
earnings and give all information with 
regard to previous employment and ref 
erences. Address “E., 771,” care Jewel 
Circular-Keystone 
SALESMAN wanted by prominent manu 
facturer costume _ jewelry, imitation 
pearls; must have following with either 


ers’ 


jewelers, specialty and gift shops, de 
partment stores, ete must have car 
no objection side lines: must reside in 
territory; big demand, good future 
state experience, States covered, refer- 
ences; commission basis; all replies 
confidential. Address ‘“M., 877,” care 
Jewelers’ Circular-Keystone. 
JEWELRY and optical firms want two 


alert, sober, dependable men, to quick- 


ly train for store managers, preferable 
with some jewelry, optical or install- 
ment experience ; neat, aggressive, 
clean, keen, alert men of good past 
record need only apply; moderate 
salary, liberal monthly bonus; give de- 
tails in answering, past employment 


at each place, etc im- 


and earnings - 
Apply P. O. Box 3, 


mediate opening. 
Birmingham, Ala. 


WATCHMAKER 


prefer 
who really 
when a real job is 
pleasing personality, 
and hold confidence in 


wanted ; 
experience 


man 
with 

knows 
done ; 
ability to 


years’ of 
how and 
must have 
build 


a long established business; one who 
can size rings or do plain engraving 
in a pinch very acceptable; pay good 
wages, guarantee permanent position 
excellent working conditions; give full 
details. Address “R., 917,” care Jewel- 


ers’ Circular-Keystone 


WANTED, combination watchmaker, 


jeweler, stone-setter, engraver; salary 
$50 to $60 per week, accord- 
ing to ability; give full particu- 
lars and references in first letter, 
enclosing photograph; permanent 
position for right party, following 
man, retiring after 15 years’ service. 
Kinton’s, Inc., Durham, N. C. 





OPPORTUNITY ; 








MANAGER SALESMAN, 


young 
single, age 30 to 35: 
retail installment experience essential ;: 
established jewelry store for 35 years, 
Pennsylvania town 100,000 and 90 
miles from New York; interesting 
future to aggressive gentleman with 
pleasing personality, to act in capacity 
of manager; give all details in first 
letter. Address “D., 776,” care Jewel 
Circular-Keystone 


man, American, 
refined, ambitious 


ers’ 


capable of 
taking entire charge of store; fa- 
miliar with credit sales and full 
knowledge of merchandise; perma- 
nent position, excellent salary; one 
year guaranteed contract; in reply- 
ing, advise present and past employ- 
ment, salary desired; enclose photo- 
graph. Mr. Rose, Rose Jewelry Co.. 
2011 Park Ave., Detroit, Mich. 


WANTED, young man, Southerner 
preferred, experienced salesman, 


window trimmer; man who can as- 
sist in managing nicer type of retail 
store in Southern city of 50,000; 
pleasant and permanent position; 
advise in first letter qualifications 
and salary expected. Address “D., 
810,” care Jewelers’ Circular-Key- 
stone. 


WANTED, high class watchmaker as 
first bench man capable of handling 
railroad inspection, also must be good 
on small watches and watch sales; 
this position demands ability, char- 
acter and appearance by one of North 
Eastern JIowa’s long established fine 
stores: pleasant working conditions 
with fully stocked materials and latest 


modern equipment; good salary to man 
who qualifies; Gentile firm Rathbun 
Bros., Oelwein, Iowa 


LEARN watchmaking, engraving, 


jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, Ill. 


A-1 JEWELER, diamond setter; long 


established Ohio shop; 48 hour 
week; time and one-half over 40 
hours; not a holiday or wartime job; 
lifetime position for highly skilled 
combination man with real produc- 


tive ability; give full particulars, 
references, wages expected, first 
letter. Address “L., 648,” care 


Jewelers’ Circular-Keystone. 


WE 


WE HAVE a steady position open im- 





HAVE a steady position open im 
mediately for a store manager o1 
salesman with buying and selling ex- 
perience ; window trimming and display 


experience also helpful; ideal working 
conditions in town of 35,000 people; 
salary commensurate with productivity 
and effort; also year end profit sharing 
with employees; reply in own hand 
writing giving references and particu- 
lars as to age, experience, availability, 
nationality, personal description, habits 


enclose 
Address 


Circular 


and salary expected to start; 
recent snapshot, if possible 
“Y., 897," care Jewelers’ 
Keystone. 


AVIATION needs watchmakers to qual 
ify as aircraft instrument technicia 
hundreds of good paying permanent 


Civil Service positions going begging 

in instrument departments of Army 
and Navy aircraft maintenance bases 
our six months’ training allowed as 


complete substitution for two years’ a: 


tual experience required: busy expand 
ing airlines, aircraft plants, and it 
strument manufacturers also calling 
for more technicians than we can sup- 
ply; for details on this profitable life- 
time profession, write American Schoo 
of Aircraft Instruments, Dept. J-10 


3903 Glendale 


Calif 


San Fernando Road, 


experienced watcl 
doing fine work and 
estimating cost of repairs; man who 
ean also engrave or repair jewelry is 
desirable, but not absolutely essential 
salary and working conditions ideal 
for man who can assume full charge 
of department, also year end profit 
sharing with our employees; reply in 
own handwriting giving references and 
particulars as to age, experience, 
availability, nationality, personal de- 
scription, habits and salary expected 
to start: enclose recent snapshot, if 
possible Address OT. 896,”" care 
Jewelers’ Circular-Keystone 


mediately to an 
maker capable of 


FIRST CLASS watchmaker wanted for 


fine jewelry store handling clean 
grade of work; only efficient and 
dependable, conscientious workman 
need apply; we are not looking for 
short term employment, we want 
help that will stay for years and 
grow with this concern which is 
well established; watchmakers who 
can engrave will be given prefer- 
ence and salary will be adequate for 
your ability to produce; this is an 
appeal for a high grade man; give 
full information in first letter stat- 
ing salary expected; send photo. 
Paul E. Morrison, 356 S. Burdick 
St.. Kalamazoo, Mich. 








F or Sale. 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








} 


FOR SALE, established jewelry store 
small town: reasonable price; excellent 
location Write Box 1703 Weldor 
Hat & 

JEWELRY STORE in fast growing sub 
urban Chicago; established 10 years 
$3,000 cash Address “H., 870,” care 


Jewelers’ Circular-Keystone 


FOR SALE, watch and jewelry repair 
department in department store, Her- 
shey, Pa the only watch repair busi 
ness in tow? Address Harry C 


Keeler, Stevensville, Pa. 

JEWELRY trade shop located in thriv- 
ing business city of Illinois, a_ three 
man shop for particulars, Address 
“Circular 1311,” Room 1415, Heywortt 
Bldg., Chicago 

(Continued on page 150) 
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FOR SALE—Continued 








STORE established 30 
Mich.: 100 per cent 


JEWELRY 
in Saginaw, 


years 
loca- 


tion; low rent; will sell with or with- 
out stock; wall cases, show cases, safe, 
cash register, window displays, etc. ; 


retiring. Address George Lash 


KOR SALE, established watch repair and 


small jewelry business; nets $35 to 
$45 per week; price $900 cash. Write 
Ben L. Salee, Box 207, Huntington, 
lL. -., New York. Phone Huntington 


2620 


ISTABLISHED credit jewelry store in 
New Brunswick, N. J., will sell mod- 
ern fixtures and outstanding accounts 
at sacrifice; owner has other interests 
requiring full time; splendid opportu- 
nity for salesman or watchmaker ; 
about $3,000 buys all. Address “B., 

791," care Jewelers’ Circular-Keystone 

hOR SALE, long established loan office 
consisting of jewelry, musical instru- 
ments, leather goods and jewelry loans; 


purchaser must assume lease on pres 
ent location; write or call, A. Edward 
Mantel, 108 E. Washington St., Indian- 
apolis, Ind 

FAST GROWING small jewelry store; 
new fixtures, complete repair shop; 
two watchmakers employed, all repair 


stock of jewelry, 
$3,000; complete 


handle ; 
about 


work we 
watches, 


can 
etc., 


store, $4,000; two years’ illness reason 
for selling; terms cash. Address “‘J., 
818," care Jewelers’ Circular-Keystone. 


FOR SALE, established 35 years in large 
Midwestern city, a very unusual cop- 
portunity to acquire a going business ; 
fine reputation, best location; every- 
thing desirable; our age only reason 
for selling; substantial amount re- 
quired; every assistance extended buy- 
er. Address “F., 910,” care Jewelers’ 
Circular-Keystone. 

MADE ENOUGH to quit; in an in- 
dustrial Ohio city, 40,000, is a com- 
plete jewelry store for sale as a 
going concern; no sell-outs nor auc- 
tioneers need apply; I can do that 
myself and realize twice the sales 
price; the business is 80 years old, 
35 years in the present 100 per cent 
location; repair and optical depart- 
ment; it has everything a jewelry 
store needs and doesn’t owe a dime; 
fixtures alone inventory $8,500 re- 
placement; terms $2,000 a year for 
five years on amply secured notes. 
Address “‘N. C. K., 774,” care Jewel- 
ers’ Circular-Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








GUARANTEED rebuilt American watches 
in new cases; send for price list. Stand- 
ard Watch Service, 146 Fifth Ave., New 
York City 





ZIRCONS; brilliant first quality blue or 
write; mounted or loose; fair prices; 
write for catalogue. Address P. O. 
Box 288-Y, Wheeling, W. Va. 


FOR SALE, watchmaker’s used lathe; 
modern equipment; no dealers. See Mr. 
Rooker, 111 W. Washington St., Chi- 
cago, Ill. 








FOR SALE, five wall cases, connected in 
line, totaling 38 feet; one 10 foot show 
case; mahogany finish; also Paulson 
watch cleaning machine. Dr. V. H. 
Mewborn, Tarboro, N. C. 





COMPLETE, modern watchmaker’s out- 
fit, bench, ete.; invoices over $400; 
Southwestern location. Address “Saxet, 
812,” care Jewelers’ Circular-Keystone. 


HAND CARVED brocading masters; 125 
very fine designs, suitable for cosmetic 
boxes, watch cases, lockets, etc.; make 
an offer. Address ‘‘A., 802,’ care Jewel- 

Circular-Keystone. 


ers’ 


3000 RING BOXES plastic; 100 gross 


Hold-on clutches; 300 trays, with 
covers to hold, one, two, three dozen 
rings. Pollack, 95 Bowery, New York 
City. 


ART JEWELERS price cards, artistic, 
original and attractive; made of the 
finest stock and material; will out- 
last any other cards for freshness 
and appearance; Dauer Printing 
Company, America’s foremost price 
ecard manufacturers, manufacturing 
stationers, printers; complete credit 
forms; ring holders, card racks and 
easels, 31 E. 22nd St., New York 


City. Write for samples now. 











Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 


vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 


nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone, 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 107. 


WM. N. JOHNSTON, nationally known 
jewelry auctioneer; I guarantee to sell 
your entire stock at a profit; all in- 
quiries confidential, and no obligation. 
253 Orchard St., Sharon, Pa. 





DIAMONDS, colored stones, watches, jew- 
elry, and silverware; highest prices 
paid upon your approval of my quota- 





tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 

FLOYD I. EDWARDS, personally di- 


rected auction and retail sales for de- 


pendable jewelry stores; those desir- 
ing liquidation or merchandising as- 
sistance 


address, 17 Palmer St., Go- 
wanda, N. Y. 





DUKE to the rapid increase of business in 
my well established credit jewelry 
store, and my health decreasing, I am 
forced to offer it for sale, as I am un- 
able physically to attend to it; no 
promoters. Address “F., 800," care 
Jewelers’ Circular-Keystone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
«pea Telephone Bowling Green 

- ol. 











COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade _ references. 18 
Tremont St., Boston, Mass. 





JACK M. WERST pays more for your 
surplus diamonds, jewelry, estates, 
old gold and entire stocks and fix- 
tures; bank and other references 
furnished ; a trial will convince you. 
Miami Savings Bldg., Entire 2nd 
floor, Dayton, Ohio. Adams 8246. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








A PRECISION bench lathe in good con- 
dition; advise condition fully with 
price. Address “D., 564,” care Jewel- 
ers’ Circular-Keystone. 





ONE or several watchmaker’s lathes, need 
not be complete; give complete de- 
scription and price. Address “B., 563,” 
care Jewelers’ Circular-Keystone. 





New Century engraving ma 
chine in good order; give lowest cash 
price and particulars. Address “H., 
817,” care Jewelers’ Circular-Keystone. 


WANTED, 








WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, ete.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





WANTED TO BUY antique gold jewelry 
bracelets, lockets, earrings, rings, large 
genuine old amethysts, topaz and 
garnets; cash by return mail. LeBijou, 
1396 Sixth Ave., New York City, N. Y 








NEW OR USED models or moulds for 
gent’s signets and stone rings, ladies’ 
signet and stone rings, ladies’ and 
gent’s diamond mountings. Address 
“E., 799, care Jewelers Circular-Key- 
stone 


HIGHEST PRICES paid watchmaker's 
lathes, benches and material; jewelry, 
machinery, scales, stores and factories: 
optical tools, machinery and supplies 
Pollack, 95 Bowery, New York City. 


Gorham Eventide pattern; 
one, dessert knife; two, dessert spoons ; 
one, salad fork; 12 R teaspoons; 12, 
dessert forks; two, individual butte 
spreaders ; eight, bouillon spoons ; 
three, tablespoons M; eight, cocktail 
forks. Address “L., 844,” care Jewelers’ 
Circular-Keystone. 


WANTED in 


AN ESTABLISHED store, of high rep- 
utation in a good community selling 
the finest merchandise to a_ high 
grade clientele, whose owner wishes 
his business to pass into the hands 
of an individual who will carry it 
on in the same spirit. Address “‘A., 
913,” care Jewelers’ Circular-Key- 
stone. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








RELIABLE watch repairing for the trade 
since 1921; efficient, dependable; mail 
service. Standard Watch Service, 146 
Fifth Ave., New York City. 
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WATCH WORK FOR THE 'TKADE 

CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 


WATCH REPAIRING by expert, Swiss 


and American; work guaranteed; 10 
years’ continuous service record to the 
same jeweler Leo Hoffer, 704 Trac 


tion Bldg., Cincinnati, Ohio. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 


SELECT ACCOUNTS; excellent work- 
manship; chronograph work; refer- 
ences on request; estimates whenever 
desired; large Swiss material stock; 
prompt mail service. South West Watch 
Laboratory, 1011 N. Campbell St., El 
Paso, Tex. 


SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 














To Let. 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 


PART OF OFFICE or window to rent 
North light, desirable for diamond set- 
ter, watchmaker, designer or diamond 
dealer Room 1203, 64 W ‘Sth St., 

New York City 








TORE, excellent location, suitable for 
jewelry store; 50 years on same spot; 
fully equipped with two built-in wall 
safes; in the heart of the business dis- 
trict; reasonable rent; alterations to 
suit tenant; for information address 
Myer Rider, Third & Front Sts., New- 
burgh, N. Y. Telephone 764 


Tt. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 








Miscellaneous. 
Minimum charge (25 words) $1.50 


Additional words 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in 
structors. For information write Stand 
ard Watchmakers Institute 1841 
Broadway, New York City 


LEARN jewelry designing by correspon 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 

WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








FOR OCTOBER, 1941 














JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 


Jewelry, Woodrow Wilson High 
School, Washington, D. C. 





A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 





Contains 224 pages—Pro- 


fusely illustrated. 





Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


100 East 42nd St. 
New York, N. Y. 


















































Manufaeturers’ News 








JEWELRY DRAMATIZED IN NEW KREISLER LITERATURE 





Grouping, fashion acces- 
sories and effective light- 
ing combine their aids to 
dramatize the presentation 
of smart new jewelry items 
in Jacques Kreisler's latest 
folder and display cards. 


\ “different” illustrative presentation 
of ladies’ and gentlemen’s jewelry acces- 
sories is being offered by the Jacques 
Kreisler Mfg. Corp. Merchandise is 
grouped in a fashion atmosphere and 
dramatically lighted to give it exceptional 
vividness and eye appeal, as is seen in 
the accompanying photographs. 

These and other photos, incorporating 


Harvel to Use Full Pages 


With emphasis on their regular theme, 
“One of America’s Fine Watches,” Har 
vel will use full-page ads this fall in Life 
and Collier’s. Copy in Collier’s will run 
in color. 


Kaye-Jordan Starts Ad Service 


Kaye Jordan Co., Providence, R. L., 
announces the establishment of an adver 
tising agency department, under the di 
rection of Jules P. Goldsmith, which will 
prepare and place all forms of genera! 
advertising for a diversified list of jewel- 
ry clients. 

Kaye Jordan Co. was organized earls 
this year by Sol FP. Kaufman, eminent 
jewelry style and design consultant who 
creates the new designs that are a regu 
lar monthly feature of Jewevers’ Circt 
LAR-Keysronre, and Robert W. Jordan, 
until recently sales manager of Ostby 
& Barton Co. The company’s business is 
a unique one, its function being styling, 
selling and merchandising of the lines of 
a selected clientele of jewelry manufac 
turers. The new advertising department, 
under the direction of Mr. Goldsmith, 
who has a background of many years’ 
experience in advertising and sales pro- 
motion of jewelry products, will com 
plete the scope of service offered by the 
company, which now includes advertis 
ing, merchandising, sales counsel, design 
ing and packaging. 

Kaye Jordan headquarters are at 87 
Weybosset St., Providence, with offices 
at 36 W. 47th St., New York, and 323 S. 
Franklin St., Chicago. 
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a comprehensive line of Kreisler’s most 
recent and currently popular items, are 
used in a unique 10-page-consumer en- 
velope folder and a correlated counter- 
window display card. Further informa- 
tion about both can be obtained by writ- 


ing to: Jacques Kreisler Mfg. Corp., 
9015 Bergenline Ave., North Bergen, 
iis aes 
New Ring Mold Vulcanizer 

An electric press rubber mold vul- 
canizer, pictured herewith, has been 
placed on the market by the Balloon 





Tire Mold Co., 527 Ceres Ave., Los An- 
geles, Calif., designed for the manufac- 
turing jeweler who desires to reproduce 
ring designs. 

The machine has two heating elements, 


one above and one below. It is ther- 
mostatically controlled; can be plugged 
into any 110-volt line and heats imme- 


diately. The base and clamps are made 
of steel to avoid breakage. Two sizes 
are manufactured, one with a _ heating 
surface of 4% by 6% inches, and a 
larger model, 5 by 9 inches. Distribu- 
tion is through wholesalers. 









Ronson Launches Contest Campaign 


With the dramatization of a characte: 
known as “Jim Sales,” Art Metal Works, 
Inc., manufacturers of Ronson lighters, 
announce the launching of a series of 
nation-wide contests to secure increased 
attention from the “man_ behind the 
counter.” 

The opening gun in this program, the 
most ambitious of its kind ever under 
taken by the Ronson Co., was the na 
tional mailing of a sales manual, “Buy 
Words,” and a letter from Jim Sales in 
which he introduces himself and_ says, 
“My big job will be to lend a hand to the 
men and women behind your counters.” 
This letter was mailed to Ronson dealers 
throughout the country, inviting store 
executives to submit names and home ad 
dresses of clerks in their departments or 
stores. A letter from Jim Sales, accom 
panied by a copy of “Buy-Words,” is 
being sent to each name submitted. 

“Buy-Words” contains basic selling in 
formation in a highly dramatized form. 
It is profusely illustrated throughout, 
and most of the pages are in full color 
A unique feature of the book is the care 
ful avoidance of preaching, pep talks, 
sermonizing, and lecturing. “Buy-Words” 
is written in a humanized, chatty, man 
to-man style, using a minimum of text. 
with selling situations dramatized by il 
lustrations. Ronson has lengthened the 
life of the book, and assured repeated 
reference to it, by tying in with it three 
contests for the store sales staff, and 
three contests for the jobbers’ sales staff. 
One of each group of these concentrates 
on “Buy-Words” used to sell Ronson 
table lighters; a second, on the sale of 
lighter accessories; and the third on the 
sale of lighters for personal use. 

More than $1,000 in cash prizes, and 
150 merchandise prizes are offered in the 
six contests and every contestant will 
also receive a free copy of “Smoking 
Etiquette,” an attractively illustrated 
booklet citing the “Do’s” and “Don’ts” 
of smoking. 

Many enthusiastic replies have already 
been received from store executives and 
distributors, endorsing the plan. 


Bulova Radio Reaches New High 


The Bulova Watch Co., announces the 
addition of 49 more radio stations to its 
list, bringing to 252 the number that now 
carry Bulova advertising every day with 
a total of over 300,000 announcements 
during the year. 

This, according to surveys made by 
Advertising Age and Sales Management, 
makes the Bulova Watch Co. America’s 
largest spot radio announcer. 


New Weksler & Goodman Catalog 


Weksler & Goodman, importers and 
distributors of watches and diamonds, 
5 S. Wabash Ave., Chicago, have just is 
sued their 1942 catalog. Considered the 
most attractive they have ever issued, 
it contains 52 pages in two and three 
colors illustrating their complete line of 
Alton watches, diamond rings, wedding 
rings and matched sets. 
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Elgin Reports Record Sales 


Following the presentation of its new 
i942 models, Elgin National Watch Co. 
reports a record volume of sales already 
received and the prospect of the great- 
est fall season in the company’s history. 

According to Howard D. Schaeffer, 
vice-president, dealers in all sections of 
the country are commenting favorably 
on the distinctive styling of the latest 
Elgin timepieces, and are fully aware of 
the opportunity for sales which they 
offer. 

\ new catalog has just been issued 
vhich shows the complete 1942 Elgin line 
in full natural color. Especially featured 





innovations as 


are such diamond-and 
ruby Lady Elgins with striking “key- 
stone-shaped” faces. Several Lord Elgin 
and Lady Elgin models have tinted dials, 
and in all price groups, there is increased 
use of the popular rose color. Also fea 
tured in the catalog are Elgin clocks, and 
the sturdy Elgin Service watches, priced 
from $33.75. 


More Ads for Girard-Perregaux 


\ substantial increase over last year’s 
schedule is provided in the fall advertis- 
ing campaign of Girard - Perregaux 
watches. The list includes Life, Time, 
National Geographic, New Yorker, Es 
quire, Mademoiselle, Aero Digest, and 
Popular Photography. The account is di 
rected by A. W. Lewin Co., Ine. 


Merchandising Ideas for the Retailer 


A monthly bulletin packed with prac 
tical merchandising ideas for the retail 
jeweler has recently been instituted by 
Aisenstein-Woronock & Sons, Ine., 630 
Fifth Ave., New York, wholesalers and 
importers of watches, diamonds, and 
other jewelry. 

Consisting of eight mimeographed 
pages, the new bulletin service, started 
two months ago, provides timely selling 
suggestions, pointers for advertising and 
window displays, collection ideas and 
new merchandise. 

The service is free to all A & W cus- 
tomers, and may also be had without 
charge or obligation by any jeweler who 
requests it on his business letterhead. 


Benrus Watches Star in New Movie 


Officials of Benrus Watch Co., are feel- 
ing proud of the part played by their 
watches in Warner Brothers new techni- 
color picture “Dive Bomber” now being 
shown in movie houses throughout the 
country. 

Errol Flynn, Fred MacMurray and 
other members of the cast wear Benrus 
watches throughout the picture, and 
Cameraman Bert Glennon timed his 
scenes with a watch of the same make. 


FOR OCTOBER, 1941 


Jabel Reaches Quarter-Century Mark 


The quarter-century mark has been 
reached by Jabel Ring Mfg. Co. of New- 
ark, N. J., one of the foremost jewelry 
firms in the country. 

From a small beginning in 1916, the 
company today employs more than 125 
people and occupies a large, modern, and 
well equipped plant, located at 401 Mul 
berry St. It is estimated that well over 
1,500,000 rings have been made and sold 
by the Jabel Ring Co. during the 25 
years of its history. 

Principals of the firm include J. J. 
Abelson, president; Fred J. Gaertner, 
vice-president; B. Elsky, secretary and 
treasurer. 


Strong Advertising Campaign 
Beats Sales Quota for Schick 


Their sales quota for the entire second 
half of 1941 had been exceeded by 46 per 
cent on Aug. 30, when Schick, Inc., closed 
their fall campaign to the trade. In sell- 
ing more in seven weeks than they had 
programmed to sell in six months, Schick 
more than justified what the company 
described as the most aggressive cam 
paign in its history. 

Kenneth C. Gifford, vice-president in 
charge of sales and advertising, who di 


Kenneth C. Gifford, 
Schick VP, directs 
quota-breaking cam- 
paign for electric 
shaver firm. Six- 
month quota ex- 
pected in seven 
weeks. 





out that 


rected the campaign, points 
Schick was one of the few companies in 
the appliance field to enlarge its promo 
tional effort this season, both trade and 
consumer advertising being stepped up. 
Liberal merchandise deals were also of 
fered to retailers, prizes to distributors’ 


salesmen, and display and advertising 
helps were expanded. 
Consumer demand was said to have 


reached a high peak for the early season 
and the consumer advertising, which 
started Sept. 10 with a double-spread in 
the Saturday Evening Post, has caused 


many retailers to re-order. This cam 
paign will continue for ninety days 


through the Christmas season with fre 
quent insertions in four magazines. 


Christmas Campaign for 
Westfield Watches 


A series of Westfield watch advertise 
ments in color showing a variety of mod 
els, will shortly appear in Saturday 
Evening Post and Collier’s. 

The ads will also be reproduced in 
their original colors on special cards for 
window and store display use and an as- 
sortment of newspaper ad mats, featur- 
ing the same watches will also be sup- 
plied to dealers. 

Nationwide radio broadcasts and spe 
cial movie slides for dealer use round out 
the campaign. 


New Watches by Longines 
Commemorate 75th Anniversary 





Commemorating Longines’ 75th anniversary 
is a new series of 75th Anniversary watches, 
all in 14 K gold cases to retail at $75 each. 
The ladies’ watches have pink and gold link 
ends. There are two men's strap watches in 
the line with unusual cases. The pocket 
watch has a distinctive coin edge. 


"Silver Theater'’ Resumes Oct. 5 


Theater” finishes its Summer 
and returns to the air on the 
network, Sunday, Oct. 5, for 
Interna 


which 


“Silver 
vacation 
Columbia 
its fifth year. Sponsored by 
tional Silver Co., the 
presents outstanding Hollywood stars in 


program, 


versions of stage and screen suc 
cesses, is heard each Sunday at 6.00- 
6.30 P.M. Eastern Standard Time 
58 CBS stations in the United States and 


radio 
over 
Canada. 


The 
handled by 


Silver account is 


Rubicam, Ine 


International 
Young & 


New Cigarette Case 





Trijex Corp., 1709 W. Eighth St., Los 
Angeles, Cal., has recently placed on the 
market a new cigarette case named “Ma 
jex.” It loads directly from a 20-cigar 
ette pack, and cigarettes are ejected au- 
tomatically by button as 
shown in the illustration. 

“Majex” is offered in a selection of gay 
‘Tenite plastic colors with metal trim of 


pressing a 


chrome, silver or gold plate. The chrome 
trim model retails at $2. 
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THE CHINESE HAVE A WORD 








That hatred of the Hitler regime (and 
alertness to the use of current news 
events as attention-getters for window 
displays) are by no means confined to 
the western hemisphere, is demonstrated 
by the accompanying letter and photo- 
graph from an_ enterprising Chinese 
jeweler, received by the Hawaiian repre- 
sentative of the Bulova Watch Co., and 
forwarded to us by him. (Note the Chi- 
nese characters at the right of the photo- 
graph.) 


Hongkong, Shanghai, Canton & Swatow 


LAM YUEN FONG 
Watches, Clocks, Bracelets & Spectacles 
176, Des Voeux Road C. 


HONG KONG 


August 29, 1941 


Mr. Ed. D. Sultan, 
Bulova Watch Co., 
1025 Alakea Street, 


Honolulu, T. H. 


Dear Mr. Sultan: 
We have to acknowledge receipt of your 
letter of July 380th, contents of which 


have been read with interest. 
You ask for the story of the theme of the 
advertising shown in the picture we sent 
you of our window with our display of 
Bulova watches. 

The picture was displayed together with 
3ulova watches in our window during the 
time when the “Great Dictator’ by 
Charlie Chaplin was showing in the 
cinemas in the colony. A fable written in 
Chinese was displayed aside the window 
Hundreds of pedestrians who were inter- 
ested in the picture and the watches stood 
around the window every day, paying at- 
tention to the display and the story. 
Enclosed please find the translation of 
same and we hope that you will find out 
the meaning of the style. 

Enclosed herewith find a 


please 


duplicate 


Parker Pen Sponsors Broadcasts 
To Cultivate Latin-America 


The Parker Pen Co., of Janesville, 
Wis., has signed with NBC’s interna- 
tional division for 26 weekly half-hour 
broadcasts, in both Spanish and Portu- 
guese. 

“Ritmo y Danza,” the name by which 


the broadeasts will be known, is de- 
voted to recorded popular American 
music. Heard in Latin-America for 
some time, it has become one of the 


outstandingly popular tune-ins South of 
the Rio Grande. 
The Spanish program will be beamed 


to Latin America over NBC’s §short- 
wave stations WRCA and WNBI on 


Mondays from 8:15 to 8:45 p.m., EDST, 
and the Portuguese broadcasts will be 
heard over the same stations from 6:30 
to 7:00 p.m., EDST. 

Blacket - Sample - Hummert, 
Chicago, is the agency. 


of 


Inc., 
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of our fresh order which we have duly 
placed with Messrs. Bulova Watch Co., 
New York, U. S. A. It is also a big 


order of which we hope to please you. 
In the meantime we are, 
Yours faithfully, 


LAM YUEN FONG. 


TRANSLATION OF A FABLE IN 
OUR ADVERTISEMENTS 
On the beautiful island of Lantao, near 


Hongkong, lived a fairy up on the top of 


a hill. She was known to the inhabitants 
of the island, who admired her for her 
beauty, for her kind acts and for her 


foresight into things which are to happen 


in the future. 
Mr. H. T. Lam, the proprietor of Lam 
Yuen Fong, who sells Bulova watches, in 


his trip to the hill, became acquaintance 
with her. 

As everybody in 
whole world would like to know when 
Hitler’s world will come to an end, Mr. 
Lam asked the question to the fairy. In 
reply, she said that Hitler’s time will be 
8760 hours and 55 minutes and 24 
onds from the moment of the talk. If 
one keeps an accurate watch the watch 
will tell him when the hour of his de- 
struction will come. The only watch in 
Mr. Lam’s hand was a Bulova which 
indicated the very second of their talk- 
ing. 

When 
Lam 


Hongkong and in the 


sec- 


returned to Lam 
immediately got the pictures of 
Hitler, as represented by Charlie Chap- 
lin, of Hess and of Goebbels and placed 
them in his window display together with 


Yuen Fong, Mr. 


Bulova watches, just to remind the 
people that the Bulova watches were the 
most accurate and will show the last 
second when Hitler will perish. He also 
advised the people to prepare a large 
quantity of good wines for the happiest 
period, the signal being given by the 
fairy, who has with her also a Bulova 
watch and is now waiting for. that 
moment of the world’s liberation from 


the rule of the tyrant. 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETc, 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, 1912, and MARCH 3, 1933, 
OF THE JEWELERS’ CIRCULAR-KEY 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1941. 

STATE OF NEW YORK = 
COUNTY OF NEW YORK‘S°** 

Before me, a Notary Public in and for the 
state and county aforesaid, personally appeared 
P. M. Fahrendorf, who having been duly sworn 
according to law, deposes and says that he is 
the Business Manager of the JEWELERS’ 
CiIRCULAR-KEYSTONE and that the follow 
ing is, to the best of his knowledge and belief, 
a true statement of the ownership, management 
(and if a daily paper, the circulation), etc., of 
the aforesaid publication for the date shown 
in the caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, to wit: 

1. That the names and addresses of 
lisher, editor, managing editor, and 
managers are: Publisher, Chilton 


above 


the pub 
business 
Company 


Inc., 100 East 42nd Street, New York, N. Y.: 
Editor, Fred V. Cole, 100 East 42nd Street, 
New York, N.Y Managing Editor, none; 








Business Manager, P. M. Fahrendorf, 100 East 
42nd Street, New York, N. Y. 

2. That the owner is: (If owned by a cor- 
poration, its name and address must be stated 
and also immediately thereunder the names and 
iddress of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad 
Iresses of the individual owners must be given 
lf owned by a firm, company, or other unin- 
corporated concern, its mame and address, as 


well as those of each individual member, must 
be given). Chilton Company, Inc., Chestnut 
& 56th Streets, Philadelphia, Pa. Holders of 


more than one per cent of the captial stock 
outstanding of Chilton Company: C. A. Mussel 
man, 260 Sycamore Ave., Merion Station, Pa.; 
J. S. Hildreth, 69 Overhill Rd., Bala-Cynwyd, 
Pa.; G. H. Griffiths, 165 Montclair Ave., Mont- 
clair, N. J.; Charlotte M. Terhune, 160 E. 48th 
St... New York, N. Y.; John Blair Moffett, 
Fishers Rd., Bryn Mawr, Pa.; C. S. Baur, 69-11 
Yellowstone Blvd., Forest Hills, N. Y.; J. H. 
Van Deventer, 12 Phillipse Place, Yonkers, 
N. Y.; P. M. Fahrendorf, 19 Tunstall Rd., 
Scarsdale, N. Y.; Mary M. Acton, 260 Syca 
more Ave., Merion Station, Pa.; Mabel M. 
Musselman, 260 Sycamore Ave., Merion Station, 
Pa.; Dorothy S. Johnson, 1327 N. Greenway 
Drive, Coral Gables, Fla.; Anne E. Tomlinson, 
c/o Bankers Trust Company, P. O. Box 704 
Church Street Annex, New York, N. Y.; Ethel 
G. Breen, Trustee u/w of Charles W. Ander- 
son, 51 East 42nd St., New York, N. Y. 
Beneficiaries: Robert (CC. Anderson, Percival 
E. Anderson, Charles W. Anderson, Jr., Annie 
L. Clark; John Blair Moffett, 1608 Walnut 
Street, Philadelphia, Pa.—Agent for J. Howard 
Pew, J. N Pew, Jr., Mable P. Myrin, 
Mary Ethel Pew; Elizabeth J. Bailey and 
Ellwood B. Chapman, Trustees Estate of James 
Artman, Deceased, 930 Real Estate Trust Build- 
ing, Philadelphia, Pa.—-Beneficiaries: Franklin 
Artman, Vera Watters, Alvin C. Artman, Eliza 
beth J. Artman, Marion A. Pratt, George H 
Pratt, by assignment, Edwin Moll, by assign 
ment; Bankers Trust Co., and Wilfred T. Pratt 
as Trustees u/w of Eugene Sly F. B. O. Beulah 
B. Sly, P. O. Box 704, City Hall Station, New 
York, N. 2 
3. That the 
and other security 


known bondholders, mortygagees, 
holders owning or holding 1 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. That the two paragraphs next above, givin: 


the names ot the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security 
holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the 
name of the person or corporation for whor 
such trustee is acting, is given; also that the 
said two paragraphs contain statements em 
bracing affiant’s full knowledge and belief as t 
the circumstances and conditions under whicl 
stockholders and security holders who do not 
appear upon the books of the company as 
trustees, hold stock and securities in a capacit) 
other than that of a bona fide owner; and this 
affant has no reason to believe that any other 
person, association or corporation has any in 
terest direct or indirect in the said stock, bonds 


securities than as so stated by him 


P. M. Fahrendorf, 


(Signature of business manager), 


or other 


Sworn to and subscribed before me this 19th 
day of September, 1941. 
[SEAL] Mae A. Gatzenmeier. 
(My commission expires March 30, 1942) 


Evans Case Makes Bag for Wally 


A handbag, of regal design, was re- 
cently completed by the Evans Case Co., 
for perhaps the best-dressed woman in 
the world—Wally Simpson. 


Max Stern & Co. Has Imports 


With the scarcity of merchandise and 
of shipping facilites, Max Stern & Co., 
17 John St., New York, were fortunate 
in securing several important shipments 
during the last few months. 


Recently, this firm also obtained a 


large shipment of whole Oriental pearls, 
in all sizes used for fraternity jewelry. 
and several large shipments of white and 
blue zircons in all sizes. 
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LEST WE FORGET! 


“THe tumMuct and the shouting die,’ wrote Rudyard Kipling, in his great poem, 


‘Recessional’’. 


The tumult and the shouting over the jewelry tax, and how it should be 
applied, have also died, but out of that tumult and shouting a lesson is to be drawn 
that the jewelry industry would do well to take to heart. 


The strife, the factional disputes, the animosity that arose within the trade 
while the tax bill was under consideration gave to every outside observer, 
Congress included, the impression of a house divided against itself—an industry that 
didn’t know what it wanted, where it was going, or why. 


In the resultant confusion jewelers came within a hair’s breadth of being sad- 
dled with a ruinous 15 per cent floor tax, and it was only because of vigorous con 
certed action at the last moment by representatives of all branches of the trade that 


disaster was averted. 


The lesson is plain. An industry that presents a strong, united front can pro 
tect itself against the dangers that threaten it—an industry split into warring fac- 
tional groups falls easy prey to the perils that beset it on every side. 


The present jewelry tax is now settled, but the tax is only one of the many 
problems and perils that the industry will have to face and deal with before the 
present world-wide emergency is over. No one can foresee today what all of them 
will be, but no thinking man can doubt that they will continue to arise. 


To deal with them successfully, strong united organization and leadership will 
be needed. 


A suggestion that was very much to the point was made a few days ago at a 
general trade meeting by a highly successful and intensely practical retail jeweler 


who doesn't wear a high hat in either his business or his thinking. 


What the industry needs, said this gentleman, is a Jewelry Trade Congress 
in which all branches and all sections of the entire jewelry field will be truly and 
adequately represented and which can speak and act for the entire industry on 
matters that affect the industry as a whole. 


Such a body would in no way interfere with or supersede any existing organiza- 
tions. No present group would give up its identity or any work it is now doing on 
matters affecting its own branch of the trade, or its own locality. Rather, the new 
organization would be a sort of federation of existing associations, whose function 
would be only to coordinate the industry, and to deal with those questions which 
affect it as a whole. It would provide a common meeting ground where manufac 
turer, wholesaler and retailer could get together, work out their joint problems with- 
out airing them in public, and then present to the outside world a strong united front 
that would better protect the interests of everyone concerned. 


We've had the sorry spectacle of a jewelry industry quarreling in public and 


have seen how close it brought us all to the brink of disaster. Let’s not run the same 
risk a second time. Let’s profit by past experience. And let’s do something about 
it now while the lesson is fresh in mind—‘Lest we forget, lest we forget!” 
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The Pen That Will UP Your Pen Unit Sales 
With the Greatest of Ease! 
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Here's the silverware service to concentrate on this fall—for a larger display 

a larger sale—and a larger profit! It's the Miss America Table Cabinet— with 
more room, more value features, more beauty than any cabinet ever! Attrac- 
tively finished in rich mahogany with a Military Blue lining—the Miss America 


Table Cabinet has clever doors and drawers which open to display, almost 





magically, the silvery treasure within! Nationally advertised, too, in leading 
magazines. 
Plan NOW to feature it this fall and winter—to get your share of the rapidly 


increasing national income! 


106-Piece Service for 12 73-Piece Service for 8 
including the Tr - including the ni - 
Miss America > 95 Miss America > 95 
lable Cabinet Table Cabinet 
To Retail for... » To Retail for... © 
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All Prices, Merchandise, and Advertising subject to change without notice. 


